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The McGraw-Hill mining publications 


announce for 1955 two new services. 


Mid-September, 1955 Mid-March, 1955 
Closing Date: Closing Date: 
August 8th February 10th 


Both Guidebook issues—new concepts of publishing service, unlike any 
service now being rendered to the mining industry—are the greatest ad- 
vertising values ever offered to companies interested in sales to mining. 
® Two years of continuing research proved that the mine operating officials and action for the advertisers 


mining industry and manufacturers need these new through an unprecedented advertising campaign in 
services. CoAL AGE and ENGINEERING AND MINING JOURNAL. 


@ The mining industry asked for them. and —Every user of these issues will not only be 
looking for help in solving a specific problem—but will 
@ These Guidebook issues will get immediate use by be seeking the products to do the job. 


Each Guidebook issue is an unusual opportunity for companies to ex- 
plain—in the advertising pages—how each of their products can help solve 
specific operating problems. 


McGraw-Hill Publications 
330 West 42nd Street, New York 36, N. Y. 
ABC + ABP 





We are proud to display the 1B) Emblem! 


There is high significance in 


T. R.’s thirty-eight year status 
as the only publication in its 
field that qualifies for the 


incomparable A. B.C. Audit 


A.B.C. provides not only the number of 
copies circulated, but in addition is the 
only audit that indicates tangible valuation 
and use by each subscriber—of still greater 
weight the Purchasing Power of T.R. sub- 
scribers, an exclusive value not in any com- 
peting audit— Hence any aim to establish 
competitive status by comparing the merely 
quantity audit figures of any other buying 
guide, with T.R.’s A.B.C. vastly more in- 
formative Audit, is obviously misleading. 


The total use of any single issue of T.R- 
by T.R.’s clientele— which exceeds 60% of 
the Total U.S. Industrial Purchasing Power 
—is vastly greater than that of any other 
national buying guide, on the basis of both 
quantity and purchasing scope. In addition, 
more than 1000 copies of T.R. are used 
almost exclusively in U.S. Government De- 
partments thru T.R. Government Contract. 
1955 —45th Edition, Largest and most in- 
formative ever published, rapidly closing. 


Only T.R. Effectively Serves T.R. Clientele 
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and more manufacturers selling these markets 
use}. H, than any other publication! 


Reach over 17,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100° coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces .. . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... - Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment .. . Spray Booths... Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


400 UNION TRUST BLDG., PITTSBURGH 19, PA, 
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* in its first 


20 months. 


CAN SELL THIS “GROWTH INDUSTRY” — 
THE MULTI-BILLION DOLLAR 


APPLIANCE MARKET! 


135 leading advertising agencies have already*placed 
780 pages of advertising in APPLIANCE MANUFACTURER 
for these suppliers to the 1,446 plants producing 
increasing millions of appliances. 


Abbott Screw & Bolt Co. 

Acushnet Process Co 

Aircraft-Marine Products, Inc 

Airtherm Mfg. Co 

Alden Products Co. 

Allis Seal Corp 

Allmetal Screw Products Co 

Aluminum Goods Mfg. Co. 

American Emblem Co 

American Lava Corp 

American General Thermostat 
Corp. 

American Name Plate & Mfg. Co 

American Nickeloid Co 

A-P Controls Corp 

Amos Molded Plastics 

Appliancé Engineering Co 

Ark-Les Switch Corp 

Artos Engineering Co 

Ashdee Electro-Static Painting 
Systems 

Atlas Plywood Corp 

Automatic Nut Co., Inc 

Auto Vac Co 

Bead Chain Mfg. Co 

Brevel Products Corp 

Bristol Motor Div. of 
Vocaline Co. 

Bundy Tubing Co 

Camcar Screw & Mfg. Co 

Central Screw Co 

W. M. Chace Co 

Chicago Car Seal Co 

Cincinnati Cleaning & 
Finishing Co 

Cincinnati Shaper Co 

Coating Products Co 

Cold Metal Products Co 

Conn. Telephone & Electric Co 

Convoy, Inc 

Cooper Tire & Rubber Co 

Corning Glass Works 

Crane Packing Co 

Curtis Development & Mfg. Co 

Cuyahoga Spring Co 

The Cyril Bath Co. 

Dano Electric Co 

Detrex Corp 

Detroit Controls Corp 

Dialight Company of America 

Diamond Wire & Cable Co 

Dimco-Gray Co 

Doehler Jarvis Div 
National Lead Co 

Dolan Steel Co 

Dow Corning Corp. 


Drake Mfg. Co 

Dreis & Krump Mfg. Co 

E. 1. Du Pont De Nemours & Co 

Eaton Mfg. Co 

Eico Tool & Screw Corp 

Electric Auto-Lite Co 

Essex Wire Corp 

John Evan's Sons, Inc 

Fairmont Aluminum Co 

£. W. Ferry Screw Products, Inc 
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Fulton Glass Co 
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Heyman Mfg. Co 
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Howard Industries, Inc 

Indiana Metal Products Corp 

Industrial Filtration Co 

Inland Steel Co 

International Nickel Co 

International Paper Co 

International Resistance Co 

International Staple & Machine 


Co 
Jarecki Machine & Tool Service 
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Johnson Rubber Co 

The Kantha Corp 

Kasson Die & Motor Corp 

Kerns Co 

Klem Chemicals, Inc 

Lamson & Sessions Co 

The Lancaster Lens Co. 

The Lau Blower Co 

Lepel High Frequency 
Laboratory, inc 

Litemetal Diecast, Inc. 


APPLIANCE 
MANUFACTURER 
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MAGAZINE SERVES ALL 
BUYING INFLUENCES 
OF ALL RAILROADS! 
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| WHICH NO SURVEY CAN 
ODERN | DISTORT PROVE THAT 
PYTTEY.y.V 74 MORE ADVERTISERS HAVE 
- : MORE CONFIDENCE” IN ONE 
| RAILWAY PUBLICATION 
MODERN RAILROADS 
LOOK ar rae THAN IN ANY OTHER. 


RECORD 
Ist SIX MONTHS 1954 


AVERAGE NUMBER ADVERTISING PAGES—PER ISSUE 


MODERN RAILROADS 


RAILWAY PURCHASES & STORES 114 


ia ; RY. LOCOMOTIVES & CARS 72 

=u” & PFPRILIAWIIN More advertisers use more pages 
‘ De RY. TRACK & STRUCTURES 57) issue by issue in MODERN RAIL- 
' Lixy . ROADS than in any other rail- 
5 : — x A WAY A E 45 road publication ... AND — IN- 
VEST MORE DOLLARS* ISSUE BY 
—MODERN RY. SIG. & COMM, 42| ISSUE THAN IN ANY THREE 
a ese OTHER RAILROAD PUBLICATIONS 

*At the lowest rate per 1,000! 


RAILROADS ns eee MODERN RAILPOADS IS BIG ("Life’-size); 


Beautiful (More pictures, 4-color covers); 
POWERFUL!(Ask any advertiser—or use it 
and find out for yourself!) 


N. WELLS STREET, CHICAGO 6, ILLINOIS 


201 
459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLDG, PASADENA 


441 LEXINGTON AVE, NEW YORK « 





“Why, the advertising 


manager asked, “does 


Product Engineering 


have an impact on 
design engineers these 
other magazines 


can't seem to match?” 


In a field where all other magazines are given away, Product Engineering’s 55% growth 
in paid circulation during the past four years leads naturally to the oft-asked question: 
“How come?” And the answer, as hundreds of advertising men know, 

lies right in this magazine’s wide-ranging, sharply informative pages. 


Name your subject...and if it is one of importance to better product design, 
you will be as favorably impressed as Product Engineering’s 28,000 subscribers 
with this magazine’s coverage of it. The design of machinery and equipment 
calls for wide, diverse knowledge in 10 major areas of engineering. 

Product Engineering reports the significant developments in all 10 so promptly 
and completely that design engineers, in ever-increasing numbers, say: 


“If we really want to know what’s new in our business, 


we've got to read Product Engineering.” 
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Having said this they act. And in return for their insistent, cash-on-the-line demand, 
Product Engineering provides them with over 1,900 exclusive, terse, 

practical editorial pages a year, including an Annual HANDBOOK of Product Design 
which delivers in one issue more long-useful ideas and facts 

than some design publications offer in a full year. 


Currently, over 850 advertisers are sure Product Engineering’s editorial impact 

on an ever-growing audience of paid subscribers creates unmatched advertising values. 

In the past 12 months, Product Engineering carried over 1,000 more advertising pages 

than any other design publication. And if you sell to the $28-billion Original Equipment Market, 
this magazine will build sales for you, at lowest cost, all during 1955. 


“Because,’. the media director said, “design 
engineers just can't get as much product- 


design know-how from any other paper.” 


. Ss THE MEN 
yriat Awalys's 63 " 
ditorial At months" | WHO DESIGN 
_ ar | ' AMERICA'S 

General Engineer ae NEW PRODUCTS 

4 Alloys ,; 03 : READ 
Metals a slg ud ines 7 eo 

¢ waters = Product Engineering 
0 2 


BD 


“The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 





Dollar 
for dollar 


Chemical 
Engineering 
Progress 
delivers more 
Chemical 
Engineers in 
responsible 
charge than 
any other 
publication 
serving the 
chemical process 
industries. 


Chemical |) 
Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, NN. Y. 


Remember... 
the engineer is educated 
to specify and buy! 
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to the 


Editor 





m Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


IM ‘awards portfolio’ draws 
comments, reprint requests 


® TO THE EDITOR. . I have just gone 
through rather quickly the fine 
portfolio of award winning indus- 
trial ads and the excellent review 
by the “Copy Chasers” which ap- 

peared in your September issue. 
This is an outstanding service to 
industrial advertisers, and I am 
passing this particular portion of 
your September issue around to 
our entire department for careful 
“Copy 


comments are especially 


scrutiny and study. The 
Chasers’ ” 
important and without these per- 
tinent comments the portfolio would 
not be complete. 

Thanks for an outstanding serv- 
ice to industrial advertising in the 
handling of this fine 
achievement. 


editorial 


J. F. APSEY, JR. 
Marketing Manager, Black & 
Decker Mfg. Co., Towson, Md. 


He likes it 
® TO THE EDITOR .. That September 
issue is a wonderful job. 

HOWARD G. SAWYER 
Vice-President in Charge of 
Marketing, James Thomas 
Chirurg Co., Boston. 


Archer-Daniels keeps right on 
thinking about merchandising 
® TO THE EDITOR We were cer- 
tainly pleased to receive the Sep- 
tember issue of INDUSTRIAL MARKET- 
ING and thought your portfolio on 
the award winners was extremely 
effective. Naturally, page 70 caught 
our attention! 

The Archer-Daniels-Midland 
story and illustrations would make 
an excellent reprint for us to mer- 
chandise the Week-End Decorator 


program to our many plant manu- 
facturer customers. Depending on 
how wide a distribution we'd make, 
we would be interested in the cost 
of 1,500 and 7,000 reprints. 
Congratulations. 
PHIL PETERSON 
Advertising Department, 
Archer-Daniels-Midland Co., 
Minneapolis. 


Sales manager lifts his copy 
. Thank you for 
the grand treatment given to our 


@ TO THE EDITOR . 


campaign in your September 
“awards” issue. 

This is the first time I have had 
an article printed in an advertising 
paper, and I’m really quite pleased 
about it. Unfortunately, our sales 
manager is equally pleased and has 
taken my copy of the September IM. 
I hope you can send another copy. 

We would also be interested in 
obtaining about 200 reprints for 
distribution to our salesmen and 
representatives .. and to manage- 
ment personnel here. 

EDWIN F. HALL 

Promotion Manager, Combus- 

tion Control Div., Electronics 

Corp. of America, Boston. 


New tax law offers sales aid 

for alert advertisers, reps 

® TO THE EDITOR . . Congratulations 
on a fine September issue, especially 
on the portfolio of prize-winning 
ads. 

The article on the tax deprecia- 
tion law is a dilly. You ought to 
run more like that. I'm enclosing 
a recent article on the same sub- 
ject that we ran and for which 
we've now had requests for more 
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Metalworking Executives 


average 3 hours per month 


reading MACHINERY’S Hdeilding pages 


These three questions asked in a survey among 1,000 top metalworking execu- 


tives determined the value advertisers get from their advertising in MACHINERY... 


QUESTION #1 — Will you try to es- 
timate an aggregate number of 
hours you spend during the month 
in reading and consulting 
MACHINERY’S advertising pages? 


AVERAGE: 3 HOURS PER 
MONTH PER EXECUTIVE! 


QUESTION #2—How many men 
in your plant or department see 
your personal copy of MACHINERY? 


OVERALL AVERAGE: 
8.1 MEN PER COPY! 


QUESTION #3—Approximately how 
many years have you been a reader 
of MACHINERY? 


un 


7 


Al 


THE AVERAGE EXECUTIVE 
SURVEYED HAS BEEN A 
MACHINERY READER 
FOR 14.2 YEARS! 








Here is impressive proof of the value of MACHINERY’S 
advertising pages as the marketplace for Metalwork- 
ing Products. It reaches the right people ... it is thor- 
oughly read...it is read by executives who have 
been using it for an average of 14 years! 


Published by THE INDUSTRIAL PRESS 
148 Lafayette St., New York 13, N.Y 





Your most rewarding 
advertising opportunity 


ARTISAN 


RESIDENTIAL =f 
AIR CONDITIONING 


DIRECTORY AM SHON \UMBER 


SHEET METAL 
- CONTRACTING 


American Artisan Reaches the KEY... 


DEALERS CONTRACTORS WHOLESALERS MANUFACTURERS 
. OVER 10,500 KEY ORGANIZATIONS — ALL PAID CIRCULATION 





-in-1 Buy! 


AMERICAN ARTISAN’S January Directory and Show Number 


Each year this Directory Issue provides 
the best means of keeping your sales 
story before the KEY factors in Warm 
Air Heating, Residential Air Condition- 


AT REGULAR SPACE RATES 


purchase more than 80% by volume of 
all products used in these fields. It is 
not an extra issue. It is the regular 
January Issue — PLUS: 


ing, and Sheet Metal Contracting who 


DIRECTORY SECTION 


All applicable products will be listed alphabetically — with 
names and addresses of the manufacturers indicated. Products 
advertised in the January Issue will be classified separately, 
together with the names of the firms advertising them. All 
known trade names will also be listed in this comprehensive, 
up-to-date reference work. 


SHOW SECTION 


Subscribers will find in the January Artisan a complete pre- 
view of the approaching 1 2th International Heating, Ventilat- 
ing and Air Conditioning Exposition. A listing of all exhibitors 
and their products, a handy guide to the displays, and pro- 
gram information will be included. 


REGULAR CONTENT 


Like all other issues, the January Directory and Show Number 
will carry a full quota of timely articles — insuring immedi- 
ate cover-to-cover attention. As the field's No. 1 publication 
since 1864, American Artisan is relied on for its practical 
editorial content. 


Do an adequate job in the January spreads, inserts, or multiple pages for 
American Artisan, and ail next year its telling a complete product story. And 
lasting influence will work in your be- then act promptly to assure the best pos- 
half — producing inquiries, promoting sible position in this exceptional issue. 
sales. Consider the value of using 


KEENEY PUBLISHING O6N. Michigan, Chicago 


@ AiR CONDITIONING HEADQUARTERS @ 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place — 


October 1954/11 











A CASE-SHEPPERD-MA NN 
PUBLICATION 


“Specializ N 
RRR 


ENGINEERING 


HE journal of the fire service since 
T sz: has become the “bible” of 

the increasingly active fire protec- 
tion market, for fire officials in the 
largest city departments down to the 
small volunteer organizations, and in 
fire protection departments of the 
great industries. 


Opportunities for sales in the fire field 
are greater today than ever before! 
With civil defense added to the al- 
ready great backlog of fire department 
needs, today’s sales potential is tre- 
mendous. Fire protection expenditures 
are approximately equal to the billion 
dollar annual tire loss. 


Advertisers can economically cultivate 
this lucrative market through use of 
a single, outstanding authority in this 
field, FIRE ENGINEERING, only in- 
dependent publication serving the fire 
protection field exclusively! 
Circulation of 15,000 per issue is at 
an all-time high! Write for ABC and 
other data. 


Case-Shepperd-Mann 


Publishing Corporation 


24 W. 40th St., New York 18 N.Y. 
8 So. Dearborn, Chicago 3 


Also — Publishers of WATER WORKS 
ENGINEERING, ABC-ABP; WASTES EN- 
GINEERING, ABC-ABP; and ELECTRIC- 
ITY ON THE FARM Magazine, reaching 
780,000 electrified farms! 











letters 


than 20,000 reprints. It shows an 
interesting possibility . . that a con- 
tractor could, conceivably, buy a 
new $15,000 tractor every year for 
a total cost of only $750 a year. 
That's if the used equipment market 
holds up. But a possibility like this 
should make a lot of people trade 
in their machines faster, thus gen- 
erating plenty of new business for 
the machinery marketers. 

It’s possibilities like this that alert 
advertisers and salesmen should be 
leaping on. 

CRAIG F. MITCHELL 

Promotion Manager, Engineer- 

ing News-Record, New York. 


Refutes ‘old cry from ivory 
tower,’ agrees with IM writer 
™ TO THE EDITOR There is only 
one thing wrong with your Septem- 
ber issue. 

The article by Mr. Comstock, 
which appeared on page 192, should 


STANWAY 
INDUSTRIAL 
OILS 


—— 


ar three-way sf 


Ingenious art department makes 
three ad photos out of one 

® TO THE EDITOR . . I was interested 
in the Copy Chasers’ mention of the 
ad for Standard Oil Co. (Indiana) 
in your August issue. 

I was particularly gratified by the 
fact that the Copy Chasers chose the 
ad that they did. Of the many 
Standard industrial ads I have 
worked on, this one was also my 
favorite. The ad, particularly in its 


have been on the front page where 
every agency man in the country 
could see it. Too many times we 
have heard the old cry from the 
ivory tower that the client ruined 
the copy. 

This is not a sour grapes com- 
ment, but one gathered from ex- 
perience. 

Please extend to Mr. Comstock 
my congratulations on a job well 
done. 

D. H. RUTH 

Advertising Manager, Landis 

Tool Co., Waynesboro, Pa. 


Wants help on letter writing 
® TO THE EDITOR .. 1 am doing a re- 
search project on commercial letter 
writing and find that you have pub- 
lished an article on this subject. 
Could I secure a reprint: ‘“Photo- 
copy substitutes for letter writing, 
(IM, Sept. ’53, p. 84). 
A. R, PLANTE 
Administrative Assistant, Alu- 
minum Co. of America, Mas- 


sena, N.Y. 


cuts costs,” 


tow 


stopped a lot 
of chattering 


STANDARD 
| 


STANDARD Olt COMPANY 


two-page spread version, was, I 
think, an unusually successful solu- 
tion (from a layout standpoint) of a 
tough problem. The art department 
very ingeniously used only one 
photograph, and from the enclosed 
proof you can easily see how well 
they made it look like three. 
GEORGE M. SOTER 
Copywriter, McCann-Erickson, 
Chicago. 





200 
MILLION 
OF ’EM 


Working night & day <in the Diesel Industry 


54 diesel companies have manufactured 1% million 
engines currently in use — Their annual fuel bill is 
1% billion dollars. 

600,000 diesels are co'npletely overhauled each year 
making a parts and service bill of 540 million dollars. 
If your product is designed for the engine manufac- 
turer or the engine user and maintenance man, it 
should be advertised in a diesel magazine. You will 
find DIESEL POWER read in every industry where 
diesels are used. 


Write Diesel Publications, Inc., 192 Lexington Avenue, 
New York 16, N. Y. 
For: 1. Replacement market study. | .. 
2. 5 year study of engine pro- diesel 0 ower 
duction broken down by 
industry and avernge h. p. 
—including 1955 production 


—$—$—<—— 


forecast. 


diesel power 





put the power of Metalwogfking’s great sales builder... 


a @ 
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~ make your bed, so you must {ie in 


The same is true of every business, including the publishing of a metal- 
working magazine. And although a number of metalworking magazines 
attempt to serve all major functional groups in this giant industry, American 
Machinist long ago set out to make itself just one thing: the most useful 
of all magazines to Metalworking’s production engineers and executives. 
The results have always been good to live with... and never better than 
now. 


By concentrating its editorial pages 100% on the interests and problems 
of Metalworking’s most influential buying group, American Machinist has 
become the most important editorial and advertising force in this $95- 
billion industry. 


American Machinist’s 34,000 paid subscribers make up the biggest sub- 
scriber audience in the history of metalworking magazines. And because 
this biggest paid circulation is highly concentrated among production- 
responsible engineers and executives, advertisers to Metalworking have 
long found American Machinist the most resultful of metalworking media. 
Currently, over 950 suppliers of the products used and bought by Metal- 
working invest far more advertising pages and dollars in American Ma- 
chinist than in any other metalworking publication. 


Thus, when you want a bigger share of the huge metalworking market, it 
makes sound, sales-wise sense to put American Machinist at the top of 
your advertising schedule. All the reasons why are quickly available from 
your nearest American Machinist representative. 


Just Out! 

The complete facts about 

THE METALWORKING MARKET 

what it is—where it is—who buys your products 

—how you sell them best through advertising. 

52 pages of helpful facts and figures for every company and 

agency selling to Metalworking. Ask, or write, for your free copy today. 


American 
aes Machinist 


od 
MAL ude 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 
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when 


meter settings 
are done 
in a hurry 


...it cracks a tough nut for 
public works engineers 


When 16,000 meters were installed 
in Levittown, Pa., a new breakable 
nut that stays put until final grading 
saved material, time, labor and tem- 
pers. Engineering officials coast to 
coast read about it in PUBLIC 
WORKS. Every month, engineers in 
cities, counties and states find PW 
gives them important news of new 
techniques to help them do a better 
job on roads, streets, water works, 
sewerage, lighting. 

PW serves the engineer with up-to- 
the-minute technical articles to meet 
each new technical problem . . . with 
staff-written features by the engineer- 
editors and paid-for articles by top 
technical men. No other magazine in 
the field does such a constructive ed- 
itorial job. That is why PUBLIC 
WORKS is needed more, read more 
and used more by the engineers. . . 
and why it se//s more for advertisers. 


more pull 


An advertiser* in six magazines 
reports: 

“Public Works leads in number 
of direct inquiries’’ 


Public 





Most useful engineering 
magazine for cities 
counties and states 


— 310 East 45th St., 


ipa New York 17, N.Y. 
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Works 


from Washington 





Private industry has chance 
at atom, but must act fast 


By Stanley E. Cohen 


® ASSISTANT of Com- 
merce James Worthy observed the 


SECRETARY 
other day that Americans are a 
singularly non-ideological lot. 
“When they see something needs to 
be done, they are more interested 
in seeing that it gets done than they 
are in who gets it done or how it’s 
done.” 

His observation is_ particularly 
timely because Congress has just 
passed a law which raises the cur- 
tain on the exploitation of the atom 
Many 
industry 


for non-military purposes. 


people here feel private 
has to grasp this opportunity in the 


risk the de- 


government- 


immediate future, or 
velopment of vast 
owned atomic industries. 

“By training and tradition, Amer- 
icans usually look first to private 
means of dealing with 
Mr. Worthy says, 
“but where these are too little or 


voluntary 
their problems,” 


too late they turn without hesita- 
tion to public, mandatory means. 
“Many of the business-type ac- 
tivities in which the government is 
now engaged were initially under- 
taken 
had failed to meet 
particular need. The great impetus 
country 


because private enterprise 


adequately a 
to public power in this 
comes in large part from the failure 
a generation or so ago on the part 
of utilities to expand their services 
in line with the growth of popula- 
tion and the rise of national wealth. 

“The Tennessee Valley Authority 
REA 


classic cases in point. If the private 


and_ the cooperatives are 


utilities had been as_ progressive, 
as enterprising, a generation ago as 
they are today, the course of events 
might have been much different 


than it was.” 


Stronger Hoover Commission .. 


The new Hoover Commission, now 


getting under way, expects to go 
over the whole government to root 
out functions which can be handled 
by private enterprise. In this re- 
spect, it is far more powerful than 
the Hoover Commission a few years 
ago, for that group was authorized 
only to study ways of improving 
government operations. It was 
barred specifically from passing 
judgment on whether any particular 
activity should be performed by 
government at all. 

Meanwhile, the administration has 
moved ahead on its own to rid it- 
self of work which can be done 
privately. It has compiled a sub- 
stantial list of achievements. The 
most dramatic was the sale of the 
Inland Waterways Corp. to private 
operators. Others include the elim- 
ination of paint and clothing fac- 
tories by the Navy, and coffee roast- 
ing plants by the Army. Govern- 
ment figures also show that more 
naval construction has been turned 
over to private yards, and that all 
three military services are giving 
private firms a larger percentage 
of their 
work. 


maintenance and_ repair 


A Bear by the Tail . . It is be- 
ginning to look as if the adminis- 
tration grasped a bear by the tail 
when it set out this summer to help 
the domestic lead and zinc indus- 
tries through massive purchases of 
metal for the stockpile. 
Lead and zinc prices have begun 
to move up from the starvation lev- 


national 


els which were forcing many do- 
mestic mines to shut down. But 
what's to happen if the government 
stops buying? 

As a stop-gap effort to get relief 
to the hard-pressed mining indus- 
tries, President Eisenhower agreed 
to take roughly half the lead and 
zinc produced by domestic mines 
between now and next July. While 


niir 





AUTOMOTIVE 


CHILTON News of automotive and aviation manufacturing 


sine civ ; ; ° ° 
es oy ” ie ... America’s largest industrial market 
© _ ose ye from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








ONE OF THE BIG THREE reportedly will add a new car line to its present family for 
1955. It will not be a new model in the existing line, since it will have its own 
individual styling and engine. 


AUTOMATIC TRANSMISSIONS have started rolling off the lines at Ford's Livonia, 
Mich., plant. Built originally for the manufacture of M-48 medium tanks in 1952, the 
1% million sq ft facility will produce the Ford-0-Matic and Merc-0-Matic transmis- 
Sions, in addition to the new Linc-0-Matic unit for 1955 Lincolns. 


AN EXAMPLE of the vast changes in manufacturing operations taking place at 
Chrysler's plants due to more complete car model revisions is found at Plymouth, 
the first division which shut down in preparation for the 1955 automobiles. The 
Division, which will unwrap a "completely new" car from tires up, had to install 
more than 6000 new welding machines, gun welders, presses, tools, and assembly and 
checking fixtures in its plant for the body operation alone. Changes in the plant 
Shop cost about $1.2 million. 


THE BUREAU OF PUBLIC ROADS predicts that a record number of motor vehicles will be 
registered in the country this year. Registrations are expected to exceed 58 million 
cars, trucks and buses at the end of the year. California may top the list with 
more than 5.2 million units, the Bureau estimates. 


TOTAL EXPENDITURES BY automotive manufacturing companies for electrical equipment 
for plant application is estimated at $356 million during 1954. This includes ex- 
penditures for electric motors, controls, switchgear, capacitors, power regulators, 
current-carrying devices, etc. Automotive and aviation manufacturing represents a 
major industrial market for all types of electrical equipment. Manufacturers of this 
equipment can reach this vast and growing market through the advertising pages of 
AUTOMOTIVE INDUSTRIES, effectively, economically. 


LOCKHEED AIRCRAFT CORP. has reported that it will build a new, high-payload line 
of Super Constellation air transports. They will incorporate 107 new design fea- 
tures, including wingtip fuel tanks for extended ranges and service. The new orders 
boost past 570 the total number of all Constellations built or on order so far. 


FORD MOTOR CO. has unveiled a new type of military vehicle temporarily designated 
as the XM-151. Developed by Ford under a two-year design contract with Army Ord- 
nance, the experimental quarter-ton-truck, a counterpart of the famous Jeep, is part 
of the Army's standby program. It is not expected to go into production unless an 
emergency arises. 


THERE ARE NOW 710 AUTOMOTIVE INDUSTRIES subscribers in the Ford Motor Co.; 1,307 
in General Motors and its divisions and plants from coast to coast ... marking a 
new high in penetration of these vast automotive companies. This is typical of the 
wide coverage offered advertisers who want to reach the buying power of 3,648 auto- 
motive and aviation manufacturing companies. Total net paid is now over 17,200... 
and still climibng. 


GENERAL MOTORS has designed a new type of bearing that is said to help eliminate 
"hot boxes" on railroad freights and passenger cars. It is made of aluminum and 
weighs about one-third less than the conventional bronze bearing. 





BSN’s Ever-expanding. 
Pays Off in Big Results 


7irs€ with readers ...77*SC with advertisers... 
Frrstin editorial excellence... //7*ST in industry 
services... //7S¢ in dealer buying power... 
fowest in advertising cost 








First by every measure of pub- 
lishing performance, BUILDING 
SUPPLY NEWS’ leadership extends 
far beyond editorial excellence 
and circulation and advertising 
statistics...to extra services that 
promote an even bigger, more 
prosperous industry—and 
greater returns for its adver- 
tisers. For instance: 








Y 


we { : 


ca 


Traffic building advertising to customer 
markets: 3,000,000 “Do-It-Yourself” 
home-owners and hobbyists are ac- 
quainted with lumber and material 
dealers as a one-stop source of all 
their needs through BSN’s colorful 
POPULAR MECHANICS and POPULAR 
SCIENCE Magazine advertising. 


rself” 


How-to-do-it booklets on timely 
topics: Handy reprints of help- 
ful articles on “How to Sell 
More Paint”. . . “How to Sell 
the ‘Do-It- Yourself’ Market”— 
“How to Display for Profit,” 
are acclaimed by readers and 
advertisers everywhere. 
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MATERIAL 


HANDLING 


Sound films for sales people: More 
than 25,000 dealers, wholesalers and 
their sales people see BSN’s films on 
subjects such as “Materials Han- 
dling,” “Selling the ‘Do-It-Yourself’ 
Market,” and “How to Display for 
Profit.” 


Buying guidance for buyers: selling 
direction for sales people: Nearly 20 
years ago BSN originated the indus- 
try’s Dealers’ & Jobbers’ Directory. 
Immediately accepted and used as a 
year round selling tool for whole- 
salers, dealers and their salespeople, 
it is also a valued buying guide for 
dealers and their builder, homeowner 
and hobbyist customers. 


Charting the industry's expanding 
progress: BSN has gained the repu- 
tation among its dealer and whole- 
saier readers (as well as its advertis- 
ers) of being the one magazine they 
can count on for continuous leader- 
ship. This is demonstrated through 
such industry activities as “Spend 
for the Home”. . .“*"National Home 
Appliance Week”. . .“. Your Only Real 
Security, a Home of Your Own” 

. and numerous other campaigns 
which BSN originated. This dynamic, 
sales-minded editing results in the 
lumber and building material dealer 
being recognized today as America’s 
outstanding retailer. 


Round table activities and field coun- 
sel: BSN editors — and staff members 
with specialized knowledge in all 
fields of dealer operation — originate 
and conduct regular dealer group 
meetings for specific discussion, and 
accept invitations to participate in 
hundreds of dealer meetings annu- 
ally. They are the recognized au- 
thority on merchandising techniques 
and material handling methods that 
have made this multi-billion dollar 
industry. 





Industry Leadership 
for BSN Advertisers 


BUILDING SUPPLY NEWS’ constantly increasing 
leadership is no accident. It stems from more than 
38 years of sparkling editorial and industry 
achievement which long ago established the offices 
of BSN and its companion publications as Build- 
ing Industry Headquarters. 

Proof of its leadership is found in the fact that 
BSN reaches more dealer establishments with far 
greater buying power (88.2% of the industry’s an- 
nual sales volume!). 

That BSN is the preferred magazine editorially 
is proven by unbiased reader preference studies 
made by advertisers and their agencies. That BSN 
is preferred by advertisers is proven by the fact 
that more advertisers place more pages of adver- 
tising in BurLpING SuppLy News than any other 
magazine in the field. (FromJanuary, 1953 through 
June, 1954, BSN gained 445 pages of advertising 
compared to its nearest competitor’s loss of 142 
pages!) 

Back of these unquestioned evidences of leader- 
ship is the largest and most capable building indus- 
try publishing organization in the world. BSN’s 
executive and key staff personnel have worked to- 
gether for many years as a closely knit team... 
and its length and breadth of service is unmatched 
by any other building industry publication. 

All of this adds up not only to leadership and 
respect for the magazine, but readershipand results 
for its advertisers. 


°BUILDING 
SUPPLY NEWS 


Always the First Dealer Merchandising Publication 


5 South Wabash Avenue @® Chicago 3, Illinois 
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(meTER mw ATIOMAL BUSINESS AMD twrousSTAYT 


PLASTICS wonder moterials in thew own 
@ ight, enjoy o world-wide boom that's 
here to stoy pls 


POWER DISTRIBUTION for the world’s in 
dustrial muscles is in an era of change 


New trends emerge p2> 


BETTER PLANTS through modern mote 
nols and methods 1s the objective when 
enlightened management begins its 


plonning for tomorrow p30 


OFFICE MACHINES con cut your costs 
And you can make o standord machine 
do your special yobs p33 


GLOBAL COMMUNICATIONS is Interna 
 jiono! Telephone and Telegraph Corp.'s 
business. Here's how and where it serves 
you im your business p42 








Mc GRAW-HILL 


PCS De 


Now In 2 Editions! 


DIGEST—the only business 
olive Mt -Sealaliael Mulele lor isl miele 
international executives who 
make or influence buying 
decisions. 


TWO EDITIONS now serve 
30,000 readers of 60 
countries: 


LATIN AMERICAN 
covering South & Central 
Americas and. the West 
Indies. 


OVERSEAS 
covering Europe, Asia, 
rN ididemmolileme NUticelloliicn 


@: 

A McGRAW-HILL pit 
INTERNATIONAL PUBLICATION 

330 West 42nd St., New York 36, N.Y 


TMTERMATIOM AL BUSINESS AND tmuBdUSTAY 


ELECTRONICS INDUSTRY is growing fost 
ond its § 


4 


vture promises still more rapid 
growth and development p!3 


SARAN FILM solves many packaging 
problems But its unique properties coll 
for special handling p20 


PLANT FLOORS toke plenty of obuse 
The right floor for the job con cut your 
mointenance troubles and improve your 
duction , 2 
FOUNDRY COSTS can be cut. A logical 
ond elective approach is through better 
costing design p30 


ELECTRICITY does o number of jobs in the 
modern plont. Some new applications 
con lead to faster production of better 
products at lower costs 43 
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Washington .. 


this metal will go to the national 
stockpile, there is obviously a limit 
to the quantity of lead and zinc 
which can be put away in the name 
of national defense. 

Officials are determined that do- 
mestic mines must remain open, 
and they are reluctant to resort to 
tariff increases which will injure 
our relationships with Canada and 
other producers. Over the long run 
they are hopeful that technological 
developments will lead to increased 
private demand for lead and zinc 
Meanwhile their only solution is to 
buy .. and hope. 


Too Much Manganese? . . De- 
fense Mobilization Chief Arthur 
Flemming has good reason to know 
that it is easier to start a govern- 
ment buying program than to shut 
it off. 

In recent weeks, he has _ been 
flooded with correspondence from 
Arizona Congressmen who are pain- 
fully aware of the fact that the 
government expects to shut off its 
manganese purchasing program at 
the Wenden, Ariz., depot next year. 


Business Census Goes Ahead. . 
The big job of preparing for the 
census of manufactures, mineral 
industries and business has gone 
ahead under forced draft at the cen- 
sus bureau, now that Congress has 
finally gotten around to granting 
funds for the work to proceed. 
Question forms had been pre- 
pared last year when it was antici- 
pated that a census would be taken 
covering 1953. These forms are be- 
ing rechecked, and mailing lists are 
being brought up to date by con- 
sultations with the Internal Rev- 
enue Service and Social Security 


Board. 


The Census of Manufactures, the 
first since 1947, will give a picture 
of the changes in industry which 
were brought about by the postwar 
expansion. Results will begin com- 
ing available toward the end of 
1955. The census of business was 
last taken in 1948. 


Another Census Fight? . . The 
fate for the proposals for censuses 
of business, mineral industries and 


business was in doubt to the very 
last week of the Congressional ses- 
sion, with members of the House 
appropriations Committee doggedly 
insisting that the government ought 
to save its money. 

While it may be premature to 
mention it, Congress will have an- 
other opportunity to fight over cen- 
suses next year. In order to make 
the blow as painless as_ possible, 
President Eisenhower has extracted 
only $8,430,000 for the work at this 
time. He’s going to need about an- 
other $4,000,000 to add up and pub- 
lish the results. Unless Congress 
provides these funds when it re- 
turns, the results of the census will 
never be published! 


Mergers Get Smiles, Frowns. . 
What’s to be done about the rising 
tide of industrial mergers? Not very 
much, apparently, though in a few 
big cases . . such as those involving 
major steel producers . . Justice De- 
partment’s anti-trust division is in- 
tervening. And there are known to 
be instances where anti-trust offi- 
cials have taken a position that a 
proposed merger will injure com- 
petition, and should not take place. 

Anti-trust officials have recog- 
nized that some mergers . . such as 
those involving weaker automobile 
firms . . may actually strengthen 
competition. In fact, the president’s 
Air Coordinating Committee issued 
a report implying that the air trans- 
port industry would be in better 
shape if some carriers consolidated. 

“Only an industry composed of 
reasonably strong systems can pro- 
vide the benefits of effective com- 
petition,’ the report said. “Healthy, 
financially independent carriers can 
provide the public with better serv- 
ice . . and more effective competi- 
tion . . than a larger number of 
marginal carriers.” 

Assistant Secretary of Commerce 
Lothair Teetor says the best thing 
the government can do to slow 
down the merger trend is to cut 
the tax rate on upper bracket in- 
comes. He says big business doesn’t 
have to gobble up small firms. The 
medium sized business is selling out 
to big business and wants to. “It’s 
the only way to cash in on a life- 
time of work without giving the 
bulk of one’s life savings to the tax 
collector.” ® 








Important 
Announcement 


ELECTRICAL ENGINEERING, published by the American Institute of Electrical Engineers for more 
than 70 years, now has the largest circulation of any engineering periodical in the electrical field. 


Reaching an all time HIGH of more than 


55,000 CIRCULATION 


directed to key men, top flight engineers and executives 


During the past several years ELECTRICAL ENGINEERING has consistently absorbed increased 
publishing costs in order to keep prices down. But we find, in order to meet the continuing 
increased cost of production due to economical conditions and the expansion of circulation and 
editorial activities, it is necessary to announce a modest rate increase. 


Effective Jan. 1, 1955 
Electrical Engineering advertising rates will 
be increased 20%. 





ELECTRICAL ENGINEERING CONTINUES TO OFFER 
THE BIGGEST ADVERTISING BUY IN THE 
ELECTRICAL FIELD. 





Electrical Engineering has the largest circulation of any technical 
publication at the lowest cost page rate per thousand. 


Electrical Engineering 


American Institute of Electrical Engineers, Advertising Department 
SUITE 13, Lower Level 


500 FIFTH AVENUE NEW YORK 36, N. Y. 
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‘So You Want 
to Do 


Business 


in Canada’ 





This folder is yours for the asking, 
and it can be of help to you 

in opening new markets north of the 
border. It contains helpful sources 

for all the information about trading 
with Canada that you should have. 


We'd like to send you a copy, along 
with the new CIEN NIAA report. 
And remember . . . . if there is any 
specific information which you re- 
quire about Canada .. . ask us. 
We'll do our best to get the facts 

for you . . . quickly! 


(CABG 


a 
INDUSTRIAL 
EQUIPMENT 
PLR AES: 


CIEN, with the largest coverage of 
the industrial equipment market, offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 


| Head Office: Gardenvale, Que. 





Atlanta ........ .--WErnon 2969 
Birmingham, Mich... Midwest 4-1072 
Boston .....LAfayette 3-4688 
Chicago ...HArrison 7-3730 
Cleveland CHerry 1-222! 
Detroit _.. ...EMpire 3-2087 
Indianapolis BRoadway 4422 
Kalamazoo veweeseeeKAlamazoo 4-2868 
Los Angeles _. LAfayette 5525 
Maywood ..Fillmore 3-8298 
Minneapolis ORchard 5-845! 
New York ......OXford 5-0500 
Philadelphia _... ......GRanite 2-6500 
Pittsburgh . .....EXpress 1-0244 
Richmond _.. _......FAirfield 2925 
Rochester _.... .....CUlver 0346 
es Springs, ‘Ill. CHestnut 6-3180 | 
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trends 


A review, by business paper editors, of 3 


industry conditions 


that may influence industrial marketing procedures. 


Oil industry keeps high rate 
of expenditure, production 


By John C. Casper, Oil & Gas Journal; Warren L. Baker, World Oil; William F. Bland, 
Petroleum Processing: Robert J. Phillips, Petroleum Refiner; E. W. Mayo, World Petro- 
leum; Frank B. Taylor, Independent Petroleum Monthly and Frank Breese, National Pe- 


troleum News. 


® THE PRONOUNCED oil industry 
trends of the year are found in both 
refining and drilling. These shifts 
are of enough importance to have a 
definite influence on other sections 
of the industry. 

Competition in the refining divi- 
sion has resulted in a continuing 
program of product improvement 
since the end of the war. 

In general this has followed two 
principal courses: Production of 
higher quality gasoline, used both 
as a sales tool and also to meet the 
needs of modern gasoline ‘engines; 
and reduction in yields of those 
products that sell for prices less 
than the cost of raw crude. 

Ability of refiners in this country 
to increase octane numbers of gaso- 
line is currently increasing faster 
than at any time since the end of 
the war. The most important factor 
in this rise is the large number of 
catalytic reforming units either un- 
der construction or contracted. 

Catalytic reforming capacity ac- 
tually in operation at the start of 
1954 was about 200,000 bbl. daily, 
but the total was up to about 360,- 
000 bbl. daily by midyear. Addition- 
al units, now contracted or under 
construction, will bring the over- 
all total to slightly more than 1,- 
000,000 bbl. daily. 

The present octane level is higher 
than it need be to satisfy the octane 
requirements of-all but a small per- 
centage of the cars today, but the 
big increase in construction of cat 
reforming units gives definite as- 
surance that the over-all octane 
average will continue to inch up for 
several years. The motorist will re- 
ceive still better bargains at the 


1953 was 17.6% 


gasoline pump. 

It will cost the refiner 
make these better gasolines. If he 
has to meet increased demand for 
gasoline entirely from increased 
runs of crude, he may not be able 
to recover the extra cost through 


more to 


increased gasoline prices. 

Current trends in the industry in- 
dicate that the refiner will recover 
part of the extra cost through sav- 
ings at the bottom of the barrel. 

Residual fuels have consistently 
sold for less than average quality 
raw crude, making it necessary for 
the refiner to recover the loss and 
make what profit he can out of the 
light distillates and gasoline. 

The refiner’s goal for many years 
has been to reduce yields of residual 
fuel. In 1945 the average refiner 
turned 27.3% of each barrel of 
crude into residual fuel, but the 
percentage yield has been cut every 
year since the war. The average for 
and was cut to 
17.1% for the first six months of this 
year. The all-time low was reached 
in June with 17.1%. 

Refiner interest in coking and 
high-vacuum distillation indicates 
that still larger percentages of crude 
refined in the future will be mar- 
keted as gasoline or distillate fuel. 

In the drilling and producing di- 
vision of the oil industry, the thing 
that is causing most discussion is 
the record for drilled footage when 
it is compared with the number of 
drilling rigs reported to be running. 

Operators drilled 127,433,000 ft. of 
hole in the first seven months of this 
year or 12.3% more than they cut in 
the same months of 1953. This rec- 
ord was accomplished with slightly 

Continued on page 24 
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to uncover hidden pay dirt with the (| A 


Industrial Equipment News will find you new 
customers, new markets, and help you to keep 
them. 

New products, new applications, come so fast 
that, no matter how efficient a sales department 
may be, it is impossible to keep up with potential 
buyers without a systematic, all-inclusive locating 
device. Market research is helpful but expensive. 

The device is here and functioning actively. It 
provides the market research, too, but pre-sells 
while it explores. 

You start with your 64,000 best prospects... 
selecting, specifying or purchasing officials in 


active, well rated plants in all industries; a few 
thousand consultants and government officials 
are included. 

Every month you lay before this reservoir of 
buying power an illustrated and indexed de- 
scription of your products. Each of these users is 
looking for new and improved products just as 
fervently as you are looking for new customers. 
That’s why buying action from new customers, 
perhaps in unsuspected industries or depart- 
ments, results. 

That’s IE N! And the cost is only $150 to 
$160 a month .. . $1,800 a year. 


Industrial 


Details? 
Send for complete 
DATA FILE 


News 


Equipment 


IN BP. 461 Eighth Avenue, New York 1,N.Y.... Affiliated with Thomas Register 


October 1954 /23 





“accordin g to 


Ceramic Bulletin...” 


—_— Ceramic Bulletin’s editorial 
content is synonymous with accurate and 
conclusive data, “According to Ceramic 
Bulletin. very often punctuates the 
conversation of engineers and executives 
faced with vital technical problems. 
These key men of ceramics have come 
to regard The Bulletin as “the text book” 
of the industry. For this reason, back 
issues of The Bulletin stay actively in 
use for months, or even years, as a readily 
available library of information. 

It is this staying power of Ceramic Bulle- 
tin in the hands of key ceramic personnel 
— in every division of ceramics — that 
affords its advertisers multiple-sales con- 
tacts 


Through no other medium in the ceramic 
field can you achieve such complete 
coverage of the market plus so many 
continuous viewers of your sales mes- 
sage as in Ceramic Bulletin. 


May we have the opportunity of outlin- 
ing to you the advertising advantages 
of The Ceramic Bulletin? 


; 


eramic 
ulletin 
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fewer drilling rigs 

There is no accurate tabulation of 
cable tools in operation each month, 
but it is known that only about 14° 
of » wells are drilled by this 
method. Rotary rigs are used for the 
other 86° 
age number of rotary rigs operating 
in the United States in the first sev- 


of the drilling. The aver- 


en months of 1954 was 0.5 less 
than for the same period of 1953. 
Older and less efficient rigs have 
been stacked. There has been no 
radical change in rig design that 
will explain how drillers can cut 
12° more hole with 0.5°% fewer 
rigs. The job has been accomplished 
through careful attention to all fac- 
tors that could help reduce rig time 
per well. Contract drilling has been 
very competitive and drilling con- 
tractors have had to drill more hole 
per rig to meet low contract prices. 
The decrease in the ratio of wild- 
cats to total wells also has been a 
factor in the increased drilling rate. 
Development or field-well drilling 
moves at a faster pace since more of 
the time is spent actually cutting 
hole. Complete knowledge of the 
formations to be drilled and less 
time out for testing for probable 
producing zones reduce the time re- 
quired to drill a well of given depth. 
Most of the gain in footage drilled 
was due to increases in development 
drilling, up 16.2°7 compared with a 
gain of only 1.3% in wildcat drill- 
ing. . . JOHN C. CASPER, economics 
editor, Oil & Gas Journal, Tulsa, 


Okla. 


Producing Rates Still High . . 
Despite recent curtailment of out- 
put to avoid excessive stocks, United 
States’ oil producing rates are still 
near peak volumes and _ therefore 
drilling of new wells must be main- 
tained at near record levels. Con- 
sequently, the purchase of oil and 
gas drilling and producing equip- 
ment is to continue only slightly be- 
low recent peak volumes. This 
means greater competition, and a 
reed for more intensive saies efforts 
on the part of equipment manufac- 
turers 
Considerably more wells and 
footage are to be drilled in the U. S. 
during 1954 than ever before. An 


exceptionally high level of activity 
during the first half of the year in- 
dicates that slightly over 50,000 
wells and approximately 206,000,000 
feet of hole will be drilled in this 
country this year. 

Although the U. S. once again has 
more than enough oil to satisfy con- 
sumption, high producing rates will 
require that 1955 activity be close to 
this year’s record volume. Drilling 
next year may complete slightly 
fewer wells, but a small increase in 
footage may result from wells being 
drilled to deeper depths. This is 
significant because footage drilled, 
rather than number of wells com- 
pleted, is the best indication of 
needs for many pieces of equipment. 

The drilling of 50,000 wells and 
206,000,000 feet of hole represents a 
big increase over preceding years. 
Well completions totaled only 49,053 
in 1953; but 46,509 in 1952; and only 
45,996 in 1951. These are the only 
years in which U. S. completions 
have exceeded 40,000 wells annual- 
ly. 

Footage has shown an even great- 
er rate of growth. Footage drilled 
amounted to only 196,500,000 feet in 
1953; only 188,400,000 in 1952; but 
176,800,000 in 1951 and 159,700,000 
feet in 1950. Less than 140,000,000 
feet of hole have been drilled in all 
other years. WARREN L. BAKER, 
editorial director, World Oil, Hous- 
ton, Tex. 


Petrochemicals Hot . . Petro- 
chemical expansion is still boom- 
ing along although at not quite 
as rapid a pace as in 1953. The 3rd 
annual petrochemical plant survey 
just completed by Petroleum Proc- 
essing shows that there are now 41 
new petrochemical plants in the 
planning or building stages in the 
U.S. and Canada, representing an 
investment of nearly $555,000,000. 
In addition, there are 34 expansion 
projects planned or underway at 
existing plants, adding about $175,- 
000,000 more of new capital outlay. 

Last year’s survey showed over 
60 new plants in the same category, 
with an estimated investment of 
close to $750,000,000. The 1953 sur- 
vey dic not include a separate study 
of expansion projects. 

The current 1954 
shows that there are now 322 petro- 


survey also 


unued n page 8 





we oat « PINPOINT coverace 


what is PINPOINT coverage? 


Under our “Pinpoint” plan, our circulation is molded to the market (not the 
market to the circulation). We accomplish this by coordinating our circula- 
tion with the following identified specifiers of equipment: 

1. Consulting Engineers and Architects’ Engineers who design and lay out 
the systems for Large Buildings, and usually specify the equipment. 
Mechanical Contractors who install the systems designed by the above 
engineers. This group is extremely influential in the choice of equipment. 
Federal, State and City School Board Engineers. This group is relatively 
small, but mighty important in buying power. 

Engineers in Industrial Plants and other large buildings, chiefly concerned 
with modernization. Many are in charge of equipment in more than one 
plant — have multiple buying power. 


how does PINPOINT coverage work for you? 


As a result of a continuing survey, we establish 


—the up-to-the-minute concentration of the buying power,,and its locatien 
— the functions of the men who cojistitute the buying power in the 4 groups 
listed above 

— effective methods for pinpointing the men in these groups who are out- 
standing in the design and installation of systems for heating, ventWating, 
piping, air conditioning and plumbing. 

This gives you the flexible and expanding circulation you need to cover the 
important engineers and contractors who control the bulk of the industry’s 
large-volume buying. 


does PINPOINT coverage pay off? 


Definitely yes! The success of HEATING AND VENTILATING’S Pinpoint 
Coverage Plan is indicated by (a) our growing list of advertisers, (b) our 
increased advertising volume in the face of declines for other papers, and 
(c) better than 20,000 inquiry returns from advertisements over the past 
12 months. 


HEATING an VENTILATING 


Published by THE INDUSTRIAL PRESS, 148 Lafayette St., New York 13, N. Y. 
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How Industry | 


New Uses— 


ALUMINUM JUNGLE ... this is the interior of a 
100 foot long dryer for a chemical producing plant. 
More than 35,000 pounds of aluminum plate, pipe, 
finned tubing and castings contribute to the 23,700 
square feet of heating surface in the dryer. 282 adver- 
tisers of ferrous, nonferrous and nonmetallic parts 
and shapes use the pages of Materials & Methods. 











STAINLESS STEEL CUSHION ... one of the latest 
uses for stainless steel wire is in the production of 
shock absorbers for delicate electronic equipment in- 
stalled in aircraft, tanks and other locations where 
high shock and vibration are common. In 1958, 
Materials & Methods published 152 articles on how 
industry can put irons and steels to work. 


PLASTIC RADAR SHIELD ... This belly “radome” 
— probably the largest reinforced plastics structure 
ever built—is fabricated of sandwich material with a 
glass-fabric honeycomb core for use on Lockheed’s 
Super Constellations. Materials & Methods publishes 
more editorial pages on nonmetallic materials than 
any other engineering or design magazine. 


Puts Engineering Materials to Work 
as Reported in Materials & Methods 


Who specified these materials? 
How would you have reached them? 
Your chances would be best in 
Materials & Methods, the one mag- 
azine which attracts as its audience 
only those men responsible for the 


Photos (l to r): General American 
Transportation Corp., Fort Wayne 
Metals and Zenith Plastics Co. 


selection and application of engi- 
neering materials—and materials- 
processing equipment. That’s why 
more companies advertise engineer: 
ing materials, parts and finishes in 
M&M than in any other magazine. 


Materials 
& Methods 


Materials Engineering in Product Design and Manufacture 


A Reinhold Publication + 430 Park Avenue, New York 22, N. Y. 





There's one sure way 
to sell the whole of the 
FOUNDRY MARKET! 


\nerican 








combines... 


PRESTIGE 
COVERAGE 
ECONOMY 
RESULTS 


PRESTIGE — AMERICAN pene ionnscig' te 


hed b e American Fou me 


y 


pub 


foundry organization. Its ed torial paaqe 


ot the industry — coveri 


the top autnorities o | 


and practical viewpoints. 
COVERAGE — AMERICAN FOUNDRYMAN augment 
ten ive Dal a circu ati On wi ith ada Jitiona! controlled distrit L. 


+ n ¢+ 


assure coverage of every foundry in the United State and C ana 


a 


1h provides the broadest circulation in the fie qd! 


ECONOMY —_ AMERICAN FOUNDRYMAN’ en 
rate is the lowe any magazine directea 
lower cost- per- page- per thousand! 
RESULTS — AMERICAN FOUNDRYMAN, 

tion of the industry, is read by more operating 
managers, superintendents, engineers, etc.) than a 
tion in the field. These are the f 


men who BUY! 
Write, wire or phon 


AMERICAN FOUNDRYMAN 


Golf & Wolf Roads, Des Plaines, Illinois VAnderbilt 4-018! 
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trends 


chemical plants in operation, under 
construction or planned, an increase 
of 51 plants over the 271 reported 
last year. These plants represent 
176 companies in the petrochemical 
manufacturing industry, an increase 
of 33 over the 1953 total. Of these 
176, 62 are petroleum companies or 
petroleum company subsidiaries, 102 
are chemical companies, and 12 are 
joint venture between both kinds of 
firms or have undisclosed back- 
grounds. 

Looking to the future, here are 
four general trends that are taking 
shape in the field: 

(1) The volume of petrochemicals 
produced in the U.S. will continue 
to grow at a good clip, although not 
as rapidly as in the past few years. 
The outlook is for a total U.S. pet- 
rochemical production of 31.5. bil- 
lion pounds in 1955, an average in- 
crease of 12° each year for 1954 
and 1955. This increase compares to 
an 18° growth in output in 1953, 
and an average annual gain of 14° 
from 1950 through 1953. 

(2) Petroleum will trend toward 
replacing natural gas as the domi- 
nant raw material for the manufac- 
ture of some petrochemicals, due to 
the increasing cost of gas at the 
wellhead and of transportation. 

(3) Some late starters among the 
volume petrochemicals will take the 
spotlight in the next year or so, 
such as acetylene and ammonia. 

(4) Increasing numbers and vol- 
umes of petrochemicals will be 
“captive” products, i.e., used by the 
oil companies making them in im- 
proving their own petroleum prod- 
ucts. Typical among these products 
are motor fuel and lubricating oil 
additives, and even components for 
synthetic engine oils. 


Emphasis on Refining . . Increas- 
ing emphasis on refinery capital ex- 
penditures is showing up in the pe- 
troleum industry. Figures compiled 
in the first half of 1954 by Petro- 
leum Processing’s research staff in- 
dicate a total capital expenditure of 
$1,277,640,000 this year for refining 
and similar processing facilities, or 
28°, of the industry’s total capital 
outlay for all types of facilities 





DO YOU OFFER: 
special services in 


e SALES ENGINEERING 
e TOOLING © DESIGNING 
@ TRAINING 


Merchandising and Sales-Building Services 
such as: 


Movies’ e Slide Films 

Textbooks and Manuals e@ Mobile Display Units 
Demonstration or Show Rooms 

Special Displays ¢ Miniature Operating Models 
Pilot Lines or Prototype Models 

Research and Experimental Facilities 


Instructive Literature 


Promete Thom Now! ... it will pay you to 


promote them in the December “SERVICES FOR 
SALES” issue of MODERN MACHINE SHOP! 


...the firm that has services and makes them known... 
makes the contacts that turn into sales! 


e As many suppliers to the metalworking industry dig harder for 
business, ““SALES-BUILDING SERVICES” are getting more and 
more attention. Perhaps you have “'services for sales” that are 
routine to you but unknown to prospects who need these services 
badly. Maybe your services along this line have been neglected .. . 
need examination and revitalization. 


In any event, the first annual December “Services for Sales’’ issue 
of MODERN MACHINE SHOP will be an eagerly awaited 
industry event. Devoted to case histories of successful use of 
services for sales . . . both typical and ingenious . . . it will tell 
your metalworking customers the services available to help them. 
Be sure you're represented in MODERN MACHINE SHOP'’s 
“Services for Sales’ December issue. Make space reservations 
now. This is vof a special 
@ MODERN MACHINE SHOP's or extra issue; regular 

“Services for Sales” 

issue —- December, 1954 

CLOSES NOVEMBER Ist 


Put Your Money Where Your Market is... 


MODERN MACHINE SHOP 


431 Main Street ® Cincinnati 2, Ohio 














SELL THE 
PLANT ENGINEER =| ; AND YOU'VE SOLD YOUR PRODUCT 








here’s all 


we pay the bil... ost 


Tt Tet Be a list of individuals who you know are key buyers of 
your product—and are friendly enough to answer a 
questionnaire— 


feyfetieta-me for them the front covers of all plant operating maga- 
zines you would consider in your selection of media— 


ET iat -teame on YOUR OWN LETTERHEAD in which one or 
two of the selected group they would be most likely 
to see your advertising. Check with our representative 
before you make the study. Send us the bill when call 
completed. DEarborn 2-5446 
\. CHICAGO, ILL. 
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TECHNICAL PUBLISHING CO.,110 SOUTH DEARBORN ST., CHICAGO 3, ILL. 
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Center 
Influence! 


In the multi-billion dollar 
mining market, sales 
influence is centered in the 
executive engineer — a 
dominant group of over 
9,000 who meet every month 
in the pages of 


MINING 


—Jaloiial—i—igiale 


For only $2,880 you can 
buy 12 black and white 
selling pages in 

Mining Engineering, and 
reach the men who 
control this vast industry, 
at a cost of less than 
32c per mining engineer 
for a whole year. 


_ Mining engineers 
are educated to 
specify and buy! | 


MINING 
engineering 


Ry Published by 
The American Institute of Mining 
. - and Metallurgical Engineers, Inc. 


oe ZS 29 West 39th Street, ' 
PAN’ New York 18, N.Y. @ 
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marketing, transportation, process- 
ing, production. In 1953, $1,056,250,- 
000 was spent for processing facil- 
ities, or only 25°; of the total outlay. 

Two factors will probably keep 
such capital expenditures at a high 
level for at least the immediate few 
years. 

In the first place, there’s a normal 
increasing demand for petroleum 
products, which requires an expan- 
sion of the industry’s basic refining 
capacity. This year operable capac- 
ity is expected to go from 8,100,000 
bbl./day at the start of 1954 to 8,- 
500,000 bbl./day by Jan. 1, 1955, and 
on up to 8,750,000 bbl./day by Jan. 
1, 1956. Each bbl./day of crude 
charging capacity will require an 
investment of about $1,000. 

In the second place, there’s an in- 
creasing demand for higher octane 
gasolines. New automobiles five 
years or so ago were satisfied with 
motor fuel of about 87 octane, but 
today they require fuels of 93 and 
94 octane ... and are still going high- 
er. To turn out this higher-octane 
fuel, the industry has to invest in 
more new processing facilities like 
catalytic crackers and catalytic re- 
formers . . facilities which don’t add 
one bbl. to capacity but are aimed 
solely at improving product quality. 

Where’s the money going? It is 
estimated that 30°7 of the modern 
1954 refinery’s cost is for piping ma- 
terials . . valves, fittings, pipe, and 
the like. Pressure vessels take 15%, 
heat exchangers 12%, furnaces 10°, 
machinery (pumps, compressors, 
turbines) 8°, and tankage 6° 
Electrical 
and insulation each get 5%. The re- 


equipment, instruments 
mainder goes for insulation, paint- 
ing, and miscellaneous items. 
WILLIAM F. BLAND, editor, Petroleum 
Processing, New York. 


Refining ‘Sound as a Dollar’. . 
Engineer-journalists frequently are 
conservative and often down-right 
pessimistic when predicting the fu- 
ture. Those of us connected with the 
refining and petrochemical industry 
are amply justified in being excep- 
tions to this pattern, since ours is 
an industry that has leaped ahead 
at a rate that staggers the imagi- 
nation. 


Condemned by the uninformed as 
a business whose health and wel- 
fare depends on the whims and 
caprices of war-defense economies, 
the oil industry has completely re- 
futed these dour predictions, and 
proven conclusively that it is sound 
as a dollar. The looked for depres- 
sion in refining activity after the 
Korean war never materialized 
quite the contrary! This resourceful 
industrial group unleashed its big 
guns on a tremendous program of 
expansion, and its growth has been 
unparalleled in the annals of Amer- 
ican industry. 

What are the prospects for equip- 
ment manufacturers who have mar- 
kets in the refining, natural gaso- 
line, or petrochemical industries? 
How should they gauge their selling 
efforts for the coming years? There 
is an obvious answer, dictated by 
the events that have transpired in 
the last 10 years . . place your blue 
chip efforts on the refining, natural 
gasoline, and petrochemical indus- 
tries! In each of 1954 and 1955 they 
will spend just under one billion 
dollars on new construction alone. 
And that doesn’t include the tre- 
mendous expenditures required for 
the frequent replacement of equip- 
ment ravaged by the abusive stress- 
es of high temperatures and pres- 
sures and corrosive fluids peculiar 
to these industries. 

A hotly competitive fight is now 
under way for the leading posi- 
tion in the gasoline octane race. 
Throttled by five years of war, fol- 
lowed by five years of defense 
planning, automobile manufacturers 
have finally cast off these shackles 
and are designing engines with in- 
creasingly higher horsepower and 
compression ratios. 

This in turn means higher octane 
fuels are required, and that means 
this: millions of dollers of new 
equipmert yearly to provide the 
additional octane numbers. Each 
succeeding octane number is harder 
to achieve and requires more elabo- 
rate and expensive equipment. 

A distressed college professor told 
me recently that all of his pro- 
spective engineering graduates were 
unanimous in their choice of a fu- 
ture place to work . . petrochemi- 
cals. And the popularity of this 
bright babe of the industrial field 


Continued on page 33 
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A LOOK INSIDE A 
TYPICAL INDUSTRIAL MARKET 
TO IDENTIFY YOUR . 
PRIMARY | PROSPECTS 


\\ 





V 


From Pullman cars to watch springs, from rolling 
mills to envelopes, Worcester is one of the most ver- 
satile manufacturing areas in the Northeast. 

Many of the plants in this medium-sized industrial 
center employ less than 100 people. But large or small 
it’s the tool engineers in Worcester, and in manufac- 


A LOOK INSIDE turing centers everywhere, who plan and equip in- 


dustrial America. 


WwW Oo R CE S TE ng ‘ To get your share of these markets from coast to 


coast, you ll agree it makes good sense to concen- 

D U s TR Y * trate your sales effort on the men who specify your 
IN ’ type of product. These are the tool engineers — the 
production experts who are the decision men for in- 


RE VE AL Ss a dustrial supplies. 
BIG SA LE S i You can talk directly to them by advertising in 


the pages of THE TOOL ENGINEER. This is the 

re) RT UN iT! ES ° magazine they rely on for the latest announcements 

©) PP , and technical data on the countless products it’s their 
job to specify. 

Here is a representative list of the metalworking 

plants in the booming Worcester area. A glance will 

ov show you the many products turned out by this 

span diversified industrial center —and the number of 

app” tool engineers responsible for equipping the manu- 

sie 


facturers of these products. 


NO. OF 


EMPLOYES END PRODUCT 


Arter Grinding Machine Co. Grinding machines 

Botwinik Bros. of Mass., Inc. Machine tools 

Harrington & Richardson, Inc. Firearms 

Heald Machine Company Grinding and boring machinery 

John Bath & Co., Inc. Taps and gages 

LaPointe Machine Tool Co., Inc. Broaches and broaching machines 
Leland-Gifford Co. Drilling machines 

Lundquist Tool & Mfg. Co., Inc. Metal stampings 

Lodding Engineering Corp. Machine designing and doctor blades for paper industry 
Norton Company Abrasives and grinding machines 

Parker & Harper Manufacturing Co. Screw machine products 

Reed-Prentice Corp. Injection molding machines, machine tools 
Reed Rolled Thread Die Co. Thread rolling machinery and dies 
Worcester Gear Works, Inc. Gears 

Worcester Taper Pin Co. Taper pins, valves 


ios 
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Sources: industrial Bureau, Worcester Chamber of Commerce. Membership records, American Society of Tool Engineers. 





THE TOOL ENGINEER 


REPRESENTATIVE... é Ielool 


in your area has the facts that could mean a 


hig sales opportunity for you. Give him a call ing ERR @* 4” Re 


soon and let him show you how the vast 


American industrial market is at your finger 
tips when you're inside THE TOOL ENGI- 


NEER. Publication of The American Society of Tool Engineers 


ASTE Building, 10700 Puritan Avenue, Detroit 38, Michigan 
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certainly isn’t limited to students. 
Investors have found the high re- 
turns on the huge investments re- 
quired much to their liking. The 
result has been a growth record 
seldom equalled: 


Petrochemical Production & 
Investment 
Production Investment 
Billion Lbs. Billion $ 
ee 2 ae 
1955 32 4.1 
1965 50 (ee 


There is a pronounced trend to- 
ward the construction of complete, 
new refineries to serve specific geo- 
graphical and marketing areas. Our 
sources indicate that at least eight 
such new refineries already have 
been decided upon and others are 
being studied. 

The functions of the plant main- 
tenance departments have taken on 
new significance as refining compe- 
tition increases. In fact, nothing 
short of a crusade is underway as 
alert managements everywhere try 
to plug the flow of costly labor by 
using modern material handling 
equipment, repair tools and techni- 
cal assistance in maintenance plan- 
ning. . . ROBERT J. PHILLIPS, editorial 
director, Petroleum Refiner, Hous- 
ton, Tex. 


Wells Drilled Deeper . . Although 
the rate of increase in the consump- 
tion of petroleum products in 1954 is 
less than it has been in previous 
years since the close of the late war 
and stocks in the hands of producers 
and distributors are higher than 
average, this situation has in no way 
lessened the activities of oil men. 
Nor has it reduced the industry’s 
tremendous scale of expenditure in 
its hunt for new sources of supply 
and in the improvement of process- 
ing and servicing facilities. 

It already is evident that in the 
United States the number of wells 
drilled during the year will exceed 
50,000, surpassing the record of pre- 
vious years. By the standard of 
footage drilled, which is a more ac- 
curate measure of activity than the 
number of wells, the comparision 

Continued on page 34 
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A Short Course 


in Big Business... 


yours for the asking 


Market and Media Data Study |” 


on the 15 billion Dollar 


MEAT PACKING = 


and ALLIED INDUSTRIES Just released! 
Data right up-to-date 
for 1955 Planning 


here’s why this industr 
2 e y | y 
is important to you. 

@ It is a basic and stable industry. 

@ Meat Packing and Allied Industries can use your product 
or service. It uses almost any product or service used by 
any ordinary industry plus many highly profitable spe- 
cialty items. 

Uses tremendous quantities of many expendable items; 
employs most capital equipment to the limit of its produe- 
tive capacity; creates frequent resale possibilities. 
Orders on a volume basis—you get more profits per unit 
sale, more sales per contact. 
Is easily developed—through the NATIONAL PROVISION- 
ER. The PROVISIONER is the only magazine serving this 
industry exclusively for more than 60 years. Voluntary 
paid subscriptions go into plants doing 97% of the entire 
industry buying (established by independent survey). 
The PROVISIONER is truly an established necessity in the 
Meat Packing & Allied Industries. Without special induce- 
ments (association subscriptions, subscription tie-ins or 
give-aways, etc.) paid subscriptions have been renewed 
over 80% for years (currently 85.32%). 
Write NOW! Investigate your sales possibilities and how the 
PROVISIONER can help you get these sales! Ask for your 


copy of Market and Media Data—Meat Packing and Allied 
Industries. 





PUBLISHED ANNUALLY—The Guide is a val- 
MEAT uable adjunet to your regular high impact pro- 
motion schedule .. . the perfect spot for your 
detailed catalog-type advertising. The GUIDE is 
the industry’s only reference and buying aid. 
PACKERS Two sections—Reference and Data . . . and 
Buyers Guide Sections—enabling you to tailor 
GUIDE your advertising to suit the buyers specific in- 
formation needs. Regularly used by 99.2% of 

the industry. 


THE ATIONAL 


Mid 


Leading Publication in the Meat Packing and Allied Industries Since 189) 
15 WEST HURON STREET * CHICAGO 10 
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To SELL the 


Mottin || 
INDUSTRY... fa 


-_ ne and 


(1) CALL YOUR SHOTS... 


@ THE KNITTER 1s the only magazine 
in the U. S. published exclusively for 
the manufacturers, dyers and finishers of 
hosiery and knitwear 
e@ THE KNITTER covers every mill of 
any importance in the U. S. and Canada 
delivers all its carculation to the 
field you want to sell 


@ THE KNITTER reaches the men who 
do the buying . . gives you plus 
coverage of key personnel who influence 
buying 


(2) SHOOT MORE OFTEN 
. . at lower cost! 


The Knitter's low rates enable you to 
tell your story more often, because you 
don't pay for waste circulation out of 
your field Ads can be “tailored” to 
specific jobs in ideal surroundings. 


If you sell to the 
KNITTING DIVISION only 


THE KNITTER 
is your BEST buy! 


——— SPECIAL NOTE! 
If you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 








The KNITTER . 
stands alone 

in a field 

of its own! 


CLARK 
PUBLISHING 
COMPANY 
CHARLOTTE 
/NORTH CAROLINA 
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will be still more striking, maintain- 
ing the trend that has continued 
over a long period of a steady in- 
crease in the depth of wells drilled 
from year to year. Back in the thir- 
ties a 10,000-foot well was enough 
of a rarity to attract comment, but 
today depths of 15,000 to 18,000 feet 
are not uncommon and the extreme 
record is crowding four miles. 

On the processing side, the indus- 
try is continuing the remarkable 
pace of expansion which it has set 
every year since 1950. Improve- 
ments in the art of refining have 
come so rapidly and the competitive 
spirit among processors is so strong 
that every new step that promises 
better quality of products or greater 
economy in operation is quickly 
adopted. 

Expenditures of the industry dur- 
ing 1954 for building greater re- 
serves and expanding operating fa- 
cilities are calculated at upward of 
$4 billion. This continuing heavy 
outlay, which has doubled the 
capital investment in petroleum 
during the past decade, is convinc- 
ing testimony to the industry’s con- 
fidence in its own future. This con- 
fidence is based on long experience 
which shows that despite temporary 
vicissitudes the demand for petro- 
leum products follows a consistently 
rising curve as the products them- 
selves improve in quality and new 
uses, while their price (except for 
taxation) remains. surprisingly 
stable. . E. w. MAYO, editor, World 
Petroleum, New York. 


Over-Supply of Crude Oil . . 
While all basic ingredients of an ex- 
panding domestic oil and gas indus- 
try are present for the remainder of 
this year and for 1955, the current 
outlook is significant in pointing to 
certain trends. 

Development drilling, as is just 
now being statistically indicated, 
will be at a lesser rate during the 
remainder of 1954 than during the 
first half of the year. A level will 
be obtained that is expected to con- 
tinue well into 1955. Exploratory 
drilling, in contrast, is presently on 
the upgrade. This trend will con- 
tinue into 1955. 

Total wells drilled in the year 


ahead may be slightly less than the 
present rate although by reason of 
cost considerations involved in 
wildcat effort, expenditures of the 
drilling division of the industry by 
reason of the $90,000 average cost 
per wildcat well, will not greatly 
change. 

Primary factor in this drilling 
trend is the nationwide over-supply 
of crude oil, seriously augmented by 
imports of foreign oil estimated at 
1,070,000 barrels daily for the 
months of September, October and 
November. Further, new completion 
practices, including fracture proc- 
esses, have revitalized many older 
areas of semi-depleted production 
with the result that such areas are 
now increasing the available supply. 
Less product demand than had been 
earlier anticipated has added _ its 
weight to the over-all picture. 

Basically sound, the petroleum 
industry is continuing to be a heavy 
purchaser of drilling, pipe line, mar- 
keting and refinery equipment. To- 
tal budgetary requirements of the 
industry are virtually constant, a 
healthy sign for the supply and 
equipment branch. . . FRANK B. TAY- 
Lor, editorial manager, Independent 
Petroleum Monthly, Tulsa, Okla. 


Increased Capital Spending . . 
Return of the buyer’s market has 
restored the rugged competition of 
petroleum marketing that subsided 
somewhat during the Korean War. 
And the outlook is for even rougher 
competition in the coming months. 
The state of the oil industry as 
measured by demand for all prod- 
ucts is good, though actual demand 
is lagging a bit behind the increase 
forecast early in the year. Forecast- 
ers said that demand would increase 
4% over 1953, the biggest year in 
the industry’s history in terms of 
total volume consumption. Instead, 
demand has been up about 3% over 
1953 going into the autumn. With 
winter coming on, petroleum econ- 
omists said 1954 would show a 3% 
gain if the winter business holds up. 
Forecasters had 1955 down for a 
4% gain, too, until the rate of de- 
mand dropped off. This figure will 
probably be scaled back to 3%. The 
reason the gains did not material- 
ize as predicted is that population, 
commercial and industrial expan- 
Continued on page 38 
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peat good advertisements. Such repetition also 
enables advertisers to effect economies in pro- 
duction costs. Another McGraw-Hill study 
(Data Sheet 3049) showed that the number of 
advertisers adopting this practice increased 94% 
between 1946 and 1952. 


TO DETERMINE how readership stands up 
when a business publication advertisement is 
repeated, McGraw-Hill Research analyzed thir- 
teen surveys, each averaging 220 completed 
field interviews among a total of 2,865 readers 
of two leading business publications. 


THE RESULTS demonstrated that when an 


advertisement is repeated, it attracts as many TO SERVE YOU: McGraw-Hill Research is 


one of the many services maintained by the 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ApD 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


SEAT EAR TE RS FOR 


“new” readers as when originally inserted. 


CONCLUSION: This study (summarized in 
Data Sheet 3041) indicates that from the stand- 
point of visibility and readership it pays to re- 


BUSINES S 


McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 


M-GRAW HILL je 
» MEETS 


1 FORMATION 
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WHAT'S IN A DROP OF OIL? This three tonsleuth can tell. Consolidated a magnetic field and counts them. The SpectroSADIC (at right) trans- 
Engineering's Mass Spectrometer (working for oil refineries) takes a lates the data into numbers, automatically tabulating them on punch 
tenth of a drop of a light liquid or gas, speeds the molecules through cards, or for read-out through an electric typewriter. 


Big markets follow in the 


PUSH BUTTON TELEGRAPHY... Now, you can press a button—and flash 
telegrams (by facsimile) over Western Union lines with this electric-eye equipment 

. right at your own desk. Western Union’s Desk-Fax, now speeding communica- 
tions for over 20,000 companies, is typical of products engineers are developing 
out of the new electrical (and electronic) technology. 


NEW TUBE... STACKED! Half the size of a conventional electron tube is the TWO WAYS AUTOMATIC. . . Here getting a jewelry finish in 
new stack mounted tube Sylvania’s showing. (Compare it with the book match!) an automatic plating tank are parts of Toastmaster’s addition 
Components are stacked by automatic production methods—placed under a “bell to the automatic home...a new toaster that pops down (bread 
jar’, air-evacuated and a ceramic cap sealed over the parts. Has terrific potentials _in the slot starts an electric motor); then toasts; then pops up as a 
in product designs for ELECTRICAL MANUFACTURING readers. timer is tripped at the end of the heat-up, cool-off cycle. 
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MAN AND AUTOFEED... Takes small manpower behind the push- 
buttons of a Danly Autofeed Press to turn out 45,000 transformer core 
laminations in an 8 hour shift at Westinghouse. Designing metalwork- 
ing machines to speed jobs like this and cut their cost is a challenging 


problem faced by ELECTRICAL MANUFACTURING readers. 


AUTOMATIC OFFICE? Here's one of 15 IBM automatic accounting 
machines making up payrolls for United Air Lines, figuring labor, 
inventory and personnel statistics...all from data punched on cards. 
This fast-developing field consumes tons of materials...all specified 


by men who gobble up ideas from ELECTRICAL MANUFACTURING. 


wake of new designs 


With a score of directives breathing down their 
necks, men at the design engineering level in industry 
are making machines more automatic... creating 
office machines that tackle clerical redtape with 
automatic punched tape...developing new indus- 
tries (like air conditioning)...coming up with new 
ideas every day to sell more shavers or freezers or 
who knows what next. 


They're hungry for news of new metals and plas- 
tics and parts. They’re eager for ideas others have 
tested...or ways to apply new techniques to their 
own problems. They need a sound appraisal of 
transistors, thermistors, servos, magnetic amplifiers 
and dozens of other devices making enormous strides 
in product design. When industry demands: make 


it automatic, make it more functional, durable and 
eye-appealing...and make it cost less...the engineers 
in charge of electrical product designing have vital 
need for ELECTRICAL MANUFACTURING to get 
new data — fast. 


That’s why ELECTRICAL MANUFACTURING is 
growing fast, selling more and more—for more ad- 
vertisers—to men who are planning and specifying 
everything that goes into the entire electromechan- 
ical design of the new products. To grow with a 
market that’s bound to keep growing, plan a con- 
sistent program in ELECTRICAL MANUFACTURING. 
Sell the men who are deciding today what will be 
used in the remarkable electrically (and electroni- 
cally) operated products of tomorrow. 


EEE 
Electrical 
Manufacturing 


Electrical Manufacturing 


The essential magazine for every engineer designing electrically operated products 
THE GAGE PUBLISHING COMPANY e 1250 Sixth Avenue, New York 20, N. Y. 
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IN CIRCULATION 
EDITORIAL SERVICE 


ADVERTISING REVENUE 


finish ... the only trade magazine 


offering a complete editorial service to the Appliance and Fabricated 


Metal Products Manufacturing field... 


. . moves forward in circulation 


Circulation growth has been constant over the period of publica- 
tion with a total increase from January 1944 to June 1954 of 
111%. finish offers blanket circulation, increasing immediately with 
industrial expansion. 


. .. moves forward in advertising revenue 


The steady growth of finish advertising revenue ac- 
clerated during 1953, as shown by this bar chart. Ad- 
vertising has been sold almost entirely on the 
strength of editorial content. This trend is continu- 
ing in 1954. 


The red bars and percentage figures 
above the bers show the trend of 
advertising revenue in finish, with 
1954 Projected from 7 months’ fig- 
ures. 


The black lines and percentage fig- 
ures below the lines show the trend 
ef advertising revenve in business 
publications. Source: Industrial Mar- 
keting, August 1953. 


1954 * PROJECTED 


- - - moves forward in editorial service 


As finish has grown, new editorial services have been added, providing, since January 


1949, a complete editorial service “from raw metal to finished product.” 


n a Multi-Billion Dollar Marker that is 


MAGAZINE OF 


currently expanding 


Pppliance sx» 


Metal | Bretertte cs MANUFACTURING 
Pana CRese PUBLICATIONS 


Elmhurst Nat'l Bank Bidg., York St. at Perk Ave., Elmhurst, Illinois °* 
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trends e e begins on p. 22 


sion fell short of the economists’ 
global calculations. 


What is all that in total volume? 


Roughly, consumption has aver- 
aged a little under 7,900,000 bbl. of 
oil products a day. Nearly half of 
that is gasoline: 3,400,000 bbl. 
(which is about 143,000,000 gal. of 
gasoline). Other major products are 
kerosene, Diesel oil, heavy fuel and 
jet fuel. 


The oil business is good. So good, 
in fact, this may be the best year. 
Earnings reports of 26 large U. S. 
companies for the first six months 
registered an average gain in net 
earnings of 6.3% over 1953. 


The steady growth in marketing 
has required increased outlays in 
capital spending. This year the in- 
dustry is spending 8% more for 
marketing expansion than in 1953. 
An NPN estimate placed 1954 cap- 
ital expenditures for marketing ex- 
pansion at more than $547 million. 
That, incidentally, is only 12% of 
the industry’s total capital outlay of 
$4.5 billion for this year. 


To expand marketing facilities, 
the companies are building more 
bulk plants for the wholesale dis- 
tributors and more retail outlets. 
Most of the companies are no long- 
er building stations for sheer num- 
bers of outlets. The trend is toward 
fewer and more efficient stations. 
Consequently, many of the new 
units are replacements of old. 


The most sensational aspect of 
marketing is the race among the 
majors in the premium gasoline 
field. This fierce competition will be 
marked by more aggressive adver- 
tising and merchandising in 1955. 


The trend toward higher com- 
pression engines in passenger cars is 
forcing the fuel-makers to upgrade 
their premium fuels. Compression 
ratios will continue to rise next 
year, hitting an average of 7.73 to 1 
and a peak of 9 to 1. In the 1955 
line, manufacturers are recom- 
mending premium grade fuel for 22 
of 50 models (or 44%). Seventeen 
of the 55 1954 models required pre- 
mium gasoline. . FRANK BREESE, man- 
aging editor, National Petroleum 
News, New York. ® 
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read Mechanical Engineering monthly! 














In the power field, as in all other mechanical industries, the 
men who dominate the specification and purchase of equip- 
ment read MECHANICAL ENGINEERING - regularly, 
every month. Over 35,000 of these men—all mechanical 
engineers from presidents to staff men—depend on 
MECHANICAL ENGINEERING as their authoritative 
source of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- To 35,000 mechanical engineers, ME is their 

ING puts your sales story exclusively before this, the world’s magazine . . . published by their Society, and 

largest audience of mechanical engineers—the men who CaN SEY > Satee Se ne 

design, develop, produce, install, control and operate me- 

chanical equipment. Mechanical engineers keep your sales MECHANICAL CATALOG is requested and 

moving —and MECHANICAL ENGINEERING motivates consulted year-long by 15,000 mechanical 
engineers who are looking to specify and 


mechanical engineers. buy. It’s their supermarket for product facts 
and directory data. 


Engineers are educated to specify and buy 


Mechanical | Mechanical 
Engineering Catalog 
€& Published by 5 { 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS \ — 
29 West 39th St., New York 18, N. Y. ax 
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It’s coverage like this 
that makes sales in 
the Electric Power Industry... 


This is how Electric Light and Power carries your sales story to the important 
men in the electric power industry. 


Look at the titles of the men in the Philadelphia Electric Company who are now 
receiving this magazine. These are the company’s key men. These are the men 
who influence buying. These are the men you will have to sell. And these are the 
men you will reach through Electric Light and Power. 


Electric Light and Power gives you this same penetrating coverage in every 
leading power company in the nation. It’s this breadth and depth of coverage 
that gets your sales story to buyers that your sales people may never reach — 
may not even know about. 


This is coverage that will give valuable sales support to your own personal selling 
efforts — keep your sales story constantly in front of the men who will be spending 
billions of dollars for materials and equipment. 


The Electric power industry is still expanding. This year — next year — and for 
many years to come, you will see announcements of new multi-million dollar 
projects. To get your share of this future business, keep your sales story in every 
issue of Electric Light and Power. Key men read it. It is the only magazine serving 
the electric power industry exclusively. The Haywood Publishing Co., 22 East 
Huron St., Chicago 11, Illinois. 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 

CHICAGO 11, ILL. CLEVELAND 15, OHIO NEW YORK 17, N. Y. WEST COAST 

22 East Huron St. 1836 Euclid Ave. 101 Park Ave. MCDONALD-THOMPSON 
WHitehall 4-0868 PRospect 1-0505 Murray Hill 3-0256 San Francisco Los Angeles 
Walter J. Stevens John E. MacArthur J. H. Thomson Seattle Dallas 
G. E. Williams W. A. Clabault 


é 
en Op pi. 


The Philadelphia Electric Company’s new Cromby generating station now under construction 
near Phoenixville, Pa. The first 150,000-kw unit will be in operation during the summer of 1954, 
and the second of 200,000-kw, one of the world’s largest, is scheduled for completion in 1955. 


This company serves an area of 2,340 square miles in southeastern Pennsylvania and northern 
Maryland, containing a population of three million people. Since the end of World War II, it 
has spent $387 million for new electric, gas and steam facilities. 


The Philadelphia Electric Company is an excellent example of how electric power companies 
are continuing their expansion programs. This company is now spending at the rate of one 
million dollars a week for new and improved facilities. This is the kind of a market you reach 
through Electric Light and Power. 
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Uneven road ahead for export 


equipment.” 
A principal complaint heard over- 
seas, he said, was that Americans 


Editor says competition, money 
troubles make Europe tough 


market but good in spots : 
do not give as good service to their 


European customers as Germans do. 

“If the Belgian or Dutch import- 
ers want machines with the knobs 
on the left instead of the right for a 
left-handed mechanic, the Germans 


® CHICAGO Red tape, stiff com- 
petition and money shortages con- 
front American industrial exporters 
to Europe and the Middle East, but 
prospects for business in some 
countries still are bright. 

That's what Richard G. Lurie, 
editor, American Exporter, New Despite these complaints, he said, 
York, told the Export Managers Europeans still prefer American 
Cle of Chinen: Me pete. on o goods and will pay more, but not 
three-month trip he made to Hol- 
land, Belgium, Switzerland, Greece 
and Turkey. 


German competition is becoming 


will have them delivered in one or 
two weeks,” Mr. Lurie said. 


much more, to get them. 
Country-by-country, his report 
showed: 


1. Holland 
this year and next year. Import re- 


increased business 


increasingly tough in all those coun- 
tries, Mr. Lurie said. He said Ger- 
man industrial companies are giv- 


strictions have been removed from 
dollar imports. The Dutch are espe- 
cially anxious for American com- 
panies to set up plants in Holland 


ing “fantastic terms 15 years to 


9ay on automatic co ications e it very easy to do so. 
pay utomati mmunication and make it very easy to d 





Research Association 


Combatting a Myth . . A campaign to show there is plenty copper for U. S. 
industry has been launched by the Copper & Brass Research Association in 35 business 
by Maubert St. Georges, 


papers and in business newspapers and news magazines. Placed 


Inc., New York, the ad includes a coupon offer of a pamphlet on the subject 
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2. Belgium good to fair mar- 
ket, especially good for machinery 
which can be proved to cut costs of 
manufacturers’ goods. 

3. Switzerland . . the Swiss “are 
mad” about United States increas- 
ing watch tariffs, but “Swiss indus- 
try will continue to buy American 
industrial products, known for their 
quality.” 

4. Greece . 
which 


. has a real “drachma- 
shortage,” makes German 
terms and prices look good, but 
Americans can hold business if they 
will extend credit. 

5. Turkey . . “business has got to 
get better because it can’t get 
worse.” Americans are confronted 
with mounds of red tape in dealing 
with the Turks, but despite the 


problems, business will increase. 


Latin American publications 
get new circulation audit 

® NEW yorK . . One international 
magazine and several Latin Amer- 
ican newspapers are having their 
circulations audited. 

The audit is being made by the 
recently established Office of Cer- 
tified Circulation of the Inter Amer- 
ican Press Association. It is the first 
organized audit of publications in 
Latin America. 

Vision, New York, is the first in- 
ternational magazine to subscribe to 
the audit. James B. Canel, IAPA 
manager, predicted that other inter- 
national publications will follow. 

Newspapers in Colombia, Ecua- 
dor, Mexico and Paraquay also are 
taking part in the audit. 

The OCC followed many Audit 
Bureau of Circulation procedures in 
working out its audit form. 

The first annual audit reports will 
be available for the period ending in 
June, 1955. Meanwhile, an interim 
audit for the three-month period of 
July, August and September, 1954, 
will be made. 


Sales executive Whitney hails 
new sales, advertising methods 
® cuHicaco . . New selling methods 
and better advertising will help 
make this year second only to 1953 
for American business, according to 
Robert A. Whitney, president, Na- 
tional Sales Executives, Inc. 
Mr. Whitney told a meeting of the 
Sales Executives Club of Chicago, 
Continued on page 44 





Furnace 
Manufacturer 


Equipment 
Distributor 


Appliance 
Manufacturer 


Tank 
Manufacturer 


Your best yardstick for evaluating an advertis- 
ing medium in any market is what the important 
buyers in that market think of the media. 


And in the Liquefied Petroleum Gas Industry, 
opinion is well documented. Nine different ad- 
vertisers in the past few years have made surveys 
of their best customers and prospects and asked 
them “Which LPG magazine do you read and 
prefer?” 


And nine times out of nine the answer has been 
an emphatic “BUTANE-PROPANE News” — 
the first choice votes ranging from 62% to 90%, 
and averaging more than 3 to 1 over the next 
publication. * 


Equipment 
Manufacturer 


Cylinder 
Manufacturer — 


Producer 


Parts- 
Fittings 


Advertisers have long recognized this predom- 
inant position of BUTANE-PROPANE News 
in the LPG industry—and as a consequence, 
they have used more advertising pages in B-P 
News than in any other LPG publication, every 
year for 13 straight years! 


Make your own survey—at our expense! 


Ask your own customers and prospects—or any 
bona fide list of important buyers in this market 
—which LPG magazine they prefer. We'll pay 
the bill, in return for a copy of your results... 
Write for details. 


sory oe 


BUTANE-PROPANE | 


\ b> Advertising Pages Up 84% 


*Details of these surveys will ] F 
y inst 8 months 1954 
be sent to any legitimate in- Y= iy Saye rs: Weed 
quirer, on request. 


BRC HOR were meme - os 


A JENKINS PUBLICATION e 198 S. ALVARADO ST. LOS ANGELES 57, CALIF. _. 
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Dynamic ‘‘how to do it’’ 
Editorial makes More 
and More Management 
and Production Men 
Buy and Read 


WOOD & WOOD PRODUCTS 








in Major Plants accounting 
for Bulk of Production 
‘‘across the board”’ 
in $9 billion Wood Industry* 





*Manufacturers of Lumber — Plywood — 
Veneer — Hardboard — Wood Containers — 
Furniture — Millwork — Flooring — Prefabs 
— Other Wood Products — Large Industriai 
Wood Users. 





HERE’S PROOF THAT IT’S YOUR 
BASIC NATIONAL BUY TO SELL 
RIGHT PEOPLE IN RIGHT PLACES 


. . . THE BIG BUYING POWER! 





up 17.4% 
up 26.5% 

1 Container 
up 41.8% 

i Door Mfrs 
up 23.7% 

s. up 10.4% 
up 28.2% 


WaAor pomAnrTcTre 


- nationally. frie 


woo 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘not how many — but WHO’”’ 





44 / industrial Marketing 


(ia) DLCWS 


“the much heralded recession has 
turned into the biggest false alarm 
in history.” 

Factors in this continued pros- 
perity, Mr. Whitney said, include 
new selling methods and better ad- 
vertising based on motivation re- 
search, more salesmen training, use 
of more visual aids, inventory con- 
trols through automatic and new 
electronic equipment, decentralized 
sales management and _ increased 
advertising, especially at the local 
level. 


New publisher launches new 
publication in mining field 
® NEW yorK . . Ros-Mac Publish- 
ing Co., New York, a brand new 
publishing firm, has announced it 
will publish Mining & Quarrying, a 
tabloid-size, product news monthly 
with 24,000 to 30,000 circulation in 
the solid minerals industry. 
Publication date for the first is- 
sue, has been set at Oct. 25. 


Rostosky MacKenzie 


Andrew Rostosky is publisher, 
and Bruce A. MacKenzie is presi- 
dent of the new publication. The 
two men are founders of Ros-Mac. 
which was incorporated Aug. 31. 

Mr. Rostosky, 40, had been east- 
ern district manager of advertising 
sales for Mechanization, Inc., Wash- 
ington, for the past six years. Mr. 
MacKenzie, 32, was manager of 
sales promotion and market re- 
search for Rogers Publishing Co., 
Detroit. 


Ex-AEC p.r. man forms agency 
to serve atomic energy field 

® NEW york .. The first public re- 
lations and advertising agency de- 
voted principally to serving clients 
in the atomic energy field has been 
formed in New York. 


The company is Molesworth As- 
sociates. Founder and president is 
Gordon R. Molesworth, former di- 
rector of the Nuclear Energy In- 
formation Div. of Bozell & Jacobs, 
New York. Before holding that job, 
Mr. Molesworth was a public rela- 
tions official for the U. S. Atomic 
Energy Commission. 


Do brand recognition studies 
gage power of ads? Yes, if.. 

®@ NEw york . . How good are brand 
recognition studies in measuring 
the effectiveness of your advertis- 
ing? 

To help find the answer to that 
question, INDUSTRIAL MARKETING 
asked some industrial advertisers 
and agency men after they had 
looked over one such study. 

They all agreed on one thing. . 
that to be of any real value, the 
study must be a continuing process, 
providing a periodic check on the 
long range value of advertising. 

There was wide divergence of 
opinion on other points. 

The study examined by these ad- 
men was Electronic Design's “First 
Continuing Audit of Brand Recog- 
nition,” in which that publication 
picked a cross section of people on 
its circulation list and asked what 
manufacturers they thought of in 
purchasing various products. 

Most admen questioned by IM 
said that they would welcome more 
such studies in additional fields by 
a larger number of publishers. 

Agency men appeared to find the 
surveys of greater value than did 
advertising managers, who largely 
straddled the fence. The agency ac- 
count men maintained almost unan- 
imously that a study of the stand- 
ing of a client’s product “helps 
prove the long range value of con- 
sistent advertising.” 

The study was carried out and 
published late last year by Hayden 
Publishing Co., New York, pub- 
lisher of Electronic Design, and was 
based upon the answers to 3,268 
questionnaires mailed to a repre- 
sentative sample of the publication’s 
October, 1953, circulation list. By 
Nov. 30, a return of 31.9% had been 
received. 

The questionnaire was a_ two- 
page document, listing 30 types of 
products most widely used by the 
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This guide to profits in the packaging field is 
another exclusive MODERN PACKAGING service 
for advertisers. And only MODERN PACKAGING— 
with research and editorial facilities unmatched 
in the field—could do this big job. File size, its 
44 pages are packed with data on the market 
and the magazine. Send for... 


Where does 
your product fit 


in the growing 


packaging field? 


If you’re looking for new markets for your 
product—don’t miss the packaging field! And 
if you’re already selling to packagers—don’t 
overlook this opportunity to sell more! Almost 
daily, previously unpackaged items such as 
sheets, shirts, fresh produce, meats, poultry, 
hardware, are being sold in containers. And 
sales of everything that packagers use from 
boxboard to bags, from ampules to adhesives, 
are booming! 


So the chances are good that your product— 
whether it’s packaging machinery, materials, 
supplies or containers—can hit big volume in 
the packaging field. To find out where your 
product fits in best, be sure to send for... 


YOUR FREE COPY OF “THE PACKAGING FIELD AND HOW TO REACH IT” 


JUST OFF THE PRESSES is this complete, 
authoritative study of the packaging field. It is 
designed to help you get your share of this grow- 
ing market . . . with detailed descriptions of what 
packagers buy ...how much they buy... and, 
most important, how best to reach them. 


Here’s where the sales are. . . fully described in 
this booklet that’s yours for the asking. Just fill 
in the coupon, attach it to your company letter- 
head, and mail it today! 


MODERN PACKAGING 
575 Madison Avenue, New York 22, N. Y. 


Gentlemen: 
Please rush my free copy of your 44 page data file, 
“The Packaging Field . . . and how to reach it.” 


NAME 





COMPANY NAME 





PRODUCT 





STREET 
cITy STATE 











LOOKING 
for an 


ADVERTLSING 
AGENGY? 


&. 


If so, we're sure you ream 

in more than “ad wiEBg. 
glance at the Grimm & Craigle 
services listed below will quickly 
show you the necessary services 
available here. 


@ PRODUCT PUBLICITY 


@ DIRECT MAIL 


‘9 


CATALOGS 


@ HOUSE ORGANS 


@ SALES & MERCHANDISE 
COUNSEL 


“= 
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electronic original equipment mar- 
ket. The first question was: “What 
manufacturers would you consider 
in planning purchases of the follow- 
ing products?” Under each product 
heading, space was provided for a 
written listing. 

Among the 30 products, uneven 
market conditions were revealed. 
In the field of laminated plastics, 
for example, no fewer than 77 com- 
panies were listed, with the top 
company receiving only 23.4% of the 
mentions, while 88.3% of the re- 
spondents agreed upon the choice of 
the leading manufacturer among 
only 19 mentioned in the field of 
receiving tubes. 

Agency men disagreed as to the 
import of these diversities and the 
strategy with which to confront 
them. One account executive told 
IM that he would advise his small 
producer client to concentrate his 
advertising program on his product 
in that field where few manufac- 
turers are listed and where one 
large company has a high percen- 
tage of prestige and sales, “in order 
to avoid overcompetition.” Yet, con- 
fronted with the same problem, an- 
other agency man said that he felt 
it would be advantageous for a 
client to avoid concentration in such 
a market and to push for the sale of 
a product whose potential was being 
fought for by relatively large num- 
bers of competitors without a dom- 
inating company. 

Agency men in general, however, 
agreed that they would make use 
of such studies to help keep a fluc- 
tuating budget on a more steady 
keel, to advocate larger appropria- 
tions when a budget decrease was 
followed by a decline in the recog- 
nition percentage, to provide a ref- 
erence point for judging the effec- 
tiveness of advertising, and to rec- 
ommend budget concentrations to 
those clients who manufactured 
more than one product in any giv- 
en industrial field. 

But advertisers and agency men 
alike warned that the percentage 
figures reported in brand recogni- 
tion surveys could be analyzed only 
in the light of an understanding of 


such factors as price policy, mer- 
chandising programs and marketing 
techniques. 


Rowley succeeds Swain 
as editor of ‘Power’ 
® NEW yorK .. Louis N. Rowley, 
formerly executive editor of Power, 
has been named editor, succeeding 
Philip W. Swain, who retired Sept. 
1. Mr. Rowley 
joined McGraw- 
Hill in 1937 as 
& an assistant edi- 
tor of Power. He 
became associate 
editor in 1940. 


Rowley managing editor 


in 1945 and executive editor of the 
magazine in 1949. 


Machine tool builders pick ad 
media by editorial content 

® CLEVELAND Editorial content, 
more than anything else, determines 
whether a publication will be picked 
as an advertising medium by ma- 
chine tool companies. 

That’s what a survey of advertis- 
ing managers in the machine tool 
industry shows. The ad managers 
said editorial content is more im- 
portant than inquiries, readership 
studies, market analyses or pub- 

Continued on page 50 


New Campaign .. License plates are 
featured as ‘stock certificates’’ represent 
ing your investment in concrete highways 
in this ad which will appear Oct. 30 in 
The Saturday Evening Post and Nov. 26 
in Collier's for Portland Cement Associa- 
ion, pushing concrete highways. Roche, 
Williams & Cleary, Chicago, is the agency. 
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Here are the F ACTS about PIT AND QUARRY... 


the basic magazine and the basic industry it serves 





The PIT AND QUARRY field pro- 
duces more tonnage than the 
rest of the mining field together. 


Largest handler of loose bulk materials, 
by a wide margin, the PIT AND QUARRY 
field is second only to skyrocketing oil and 
gas in rate of growth among all natural 
raw materials. Just two segments—sand 
and gravel, and crushed stone—produce a 
larger annual tonnage than all the metals 
and coal combined. 


This requires a tremendous investment for 
equipment—fewer men—more machines— 
is the trend throughout the Pit and Quarry 
industries. Continuous rugged usage, con- 
stant abrasion, heavy impact, and exposure 
to the elements create a wide-open, ever- 
active market for equipment and supplies. 


If you can help the PIT AND QUARRY 
operator run his plant with more efficiency 
and greater profit, tell him your story in 
the magazine that reaches and influences 
the men of decision . . . the magazine that 
for 15 consecutive years has carried the 
largest volume of advertising. 


q 








Vital Market and Media Information Presented The 
Way You Like it... As Recommended By the NIAA.. 


Here’s a valuable working tool you can use in sizing up the market 
potential for your product in this constantly-expanding Pit and 
Quarry field. You'll find down-to-earth market information . 
presented in an easy-to-read, understandable form which gives you a 
new insight into the tremendous selling potential available in this 3 
billion dollar market. 


As an extra plus . . . this Data File offers valuable information over 
and above that usually shown in NIAA outlines. You'll find an authen- 
tic forecast on market growth and prospects . . . an interesting circu- 
lation map showing number of plants in each state and how com- 
pletely P&Q covers them . . . plus a complete breakdown of both 
ABC and BPA circulation by industry divisions and occupational 
classifications. 


Go after the BIG market . . . by using this Data File as your guide. 
Send for your copy today! 


PIT AND QUARRY. 


431 South Dearborn St. Chicago 5, Ill. 


PIT & QUARRY HANDBOOK CONCRETE MANUFACTURER 
CONCRETE INDUSTRIES YEARBOOK : 





of an 


WHERE is He? In manufacturing plants and utilities throughout 
the United States. 


WHO is He? He is the man in over-all charge of power genera- 
tion and/or distribution, as well as the other plant 
facilities under his care. These include: Electrical 
Services, Mechanical Power Transmission, Heat- 
ing and Air Conditioning, Instrumentation and 
Controls, Compressed Air Services, Dust and Fume 
Control, Piping and Valves, Bulk Materials Han- 
dling, Water Treatment, Industrial Lighting, In- 
dustrial Waste Treatment. 


WHAT'S His Job? His job is Equipment: How to select it to best 
meet the needs in his plant; how to get the most 
out of it day by day; how to make it last. 


DOES He Buy? About 86% of INDUSTRY AND POWER readers 
answer “Yes” to the question: “Do you buy, rec- 
ommend, or influence selection of equipment for 


the plant services under your care?” 


HOW Big is His Plant? More than 95% of the plants covered by INDUS- 
TRY AND POWER have more than 100 employees. 
I&P readers are in plants where the engineered 
plant facilities are sufficient to be of interest to 
advertisers. About 50% of all plants covered have 
more than 250 employees. 


WHAT Does He Need in’ He needs authentic information that will help 
His Industrial Magazine? him select equipment, get most out of it, and make 
it last. 


WHAT Magazine Does He INDUSTRY AND POWER is read by more of 
Read Most? these men in the United States than any other 
magazine. 


DOES He Value What Apparently he does. In the first six months of 
He Reads? 1954 I&P readers requested over 32,000 reprints 
and tear sheets of I&P feature editorial material. 
These were voluntary requests on the reader’s 
company letterhead. 
In each case they resulted from the reader’s own 
estimate of the value of the material to him. 


97.5% of INDUSTRY and POWER circulation 
is INDIVIDUALLY ADDRESSED to READERS 





~ Industry and Power READER 


How INDUSTRY and POWER 
SERVES THIS READER 


With a balanced diet of feature articles containing in- 
formation on how best to select equipment to meet the 
needs in his plant, how to get the most out of it day by 
day, how to make it last. 


These articles are written by carefully selected authori- 
ties on each subject, or staff-prepared from information 
gathered from these authorities and by visits to plants. 


Almost 90% of this material is original — meaning pre- 
pared specifically for INDUSTRY AND POWER readers, 
and exclusive, meaning that only in INDUSTRY AND 
POWER will readers see it. 

Editing is by six full-time highly qualified engineer edi- 
tors, all with industrial experience before becoming edi- 


tors. 


These editors travel a great deal, visiting plants and dis- 
cussing problems with readers. 


INDUSTRY AND POWER is READ by MORE BUYING - AUTHORITY 
MEN in CHARGE of POWER and RELATED ENGINEERED PLANT 
FACILITIES than ANY other MAGAZINE 


Industry ; and Power 


Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 








Why 
MASS TRANSPORTATION 


Y 


is your best 
advertising buy... 





‘Complete Coverage! 

ASS TRANSPORTA- 
TION completely blankets the 
big transit field. 

It goes to top executives in 
every one of America’s 3,018 bus, 
streetcar and rapid transit com- 
panies. 

MASS is read by men who set 
policies, fix budgets, chart the 
course of industry, make the final 
decisions on purchases . . . OK 
transit’s use of your product. 
There's no waste circulation. 
Every reader is important to you. 

The MASS market includes 
60,000 buses .. . 20,000 street- 
cars, trolley coaches and rapid 
transit vehicles. It has 300,000 
workers and a $250 million an- 
nual outlay for maintenance and 
operating materials alone. 

To tap this profitable market, 
use MASS TRANSPORTA- 
TION, the magazine that’s read 
most and enjoyed most by the 
men that count most.* A.9645 








*Write for proof of this statement. 
See SRDS, 21. Or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


ee 


1904 golden anniversary 1954 
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lishers’ statements. 

The study was made by the com- 
mittee on advertising of the National 
Machine Tool Builders’ Association, 
Cleveland. 

When asked to rate factors lead- 
ing to decisions about space buying, 
11 advertisers said editorial content 
was most important and 12 others 
said it was the second factor in im- 
portance. Only seven named _in- 
quiries as the leading influence, and 
ten listed inquiries as fifth in im- 
portance. 

Several respondents said changes 


in editorial policy or in caliber of 


editorial content were major rea- 
sons for dropping a publication or 
adding one. 

The study indicates that adver- 
tisers feel there is a lack of organ- 
ized information on which to eval- 
uate media. For example, 44 re- 
spondents said they have no means 
of determining the number of sales 
resulting from inquiries, while only 
32 said they can check such results 
directly. 

Respondents also indicated they 
wanted more thorough market anal- 
yses by publications and that they 
would like to have circulation fig- 
ures showing cost-per-thousand. 

The survey showed that many ad- 
vertisers in the machine tool field 
apparently are working in the dark. 
One of the questions was: “Do you 
have any system for justifying your 
expenditures?” Thirty-nine re- 
spondents answered, “no” and only 
“ves.” 


ten answered, 


Publish directory to help 
industry recruit engineers 

@ CINCINNATI “Engineers’ Job 
Directory,” a list of the nation’s in- 
dustrial companies for use by young 
engineers seeking jobs, will be pub- 
lished by Decision, Inc., Cincinnati, 
Dec. 1. 

A capsule view of each company 
that pays for a listing will be pre- 
sented in the book. In addition to 
listings, advertising space is being 
sold. A cross index system will show 
which company has what job to of- 
fer. 

Copies will go to universities, 


placement agencies and other in- 
stitutions for use by young engi- 
neers seeking employment. 


Oliver Beckman 


Robert Oliver, Mary Beckman 
launch a new agency 

@ NEW YORK Oliver-Beckman, 
Inc., is a new New York advertis- 
ing agency formed by Robert R. 
Oliver, formerly a_ principal of 
Palmer & Oliver, and Mary Beck- 
man, former vice-president of the 
Franklin Fader Co. 

Mr. Oliver is president of the new 
agency and Miss Beckman is vice- 
president. She is a past director of 
the Industrial Marketers of New 
Jersey. 

Mr. Oliver began his advertising 
career with N. W. Ayer & Son in 
New York. He held various sales 
and advertising jobs in industry be- 
fore heading his own _ industrial 
agency for the past six years. 


ABC to hold 40th annual 
meeting in Chicago Oct. 20-22 

@ cHicaco .. The Audit Bureau of 
Circulations will hold its 40th an- 
nual meeting at the Drake Hotel, 
Chicago, Oct. 20-22. 

The meeting will begin with a 
special 40th anniversary dinner, Oct. 
20, at which U. S. Vice-President 
Richard M. Nixon will speak. Divi- 
meetings for advertisers, 
agencies, business publications and 
other media will be held Oct. 21. 
And the meeting will wind up Oct. 
22 with action on resolutions com- 
ing from the divisional meetings and 
election of directors. 


sional 


‘Design Engineering’ is new 
Maclean-Hunter publication 
® TRONTO .. Maclean-Hunter F'ub- 
lishing Co., Toronto, has announced 
it will bring out a new business 
publication, Design Engineering, in 
April, 1955. 
Maclean-Hunter said the new 
publication “will serve as a clearing 
Continued on page 52 








THAT 
PIPE LIME MEW 


ES aye So 
s, ~ ee 


Gesigned and edited to serve a specialized 
8-BILLION-DOLLAR INDUSTRY 


Tax pipe line industry is big business growing rapidly 
bigger, with capital investment and pipe line construction 
mushrooming at a remarkable rate. 

Pipe line men themselves appraised the need for a spe- 
cialized publication which would comprehensively cover the 
engineering, construction, operations and maintenance within 
their industry. This frank appraisal from the industry pro- 
vided the backbone of a long-range editorial program for 
Pire Line Inpustry . . . the new specialized publication 
designed with the interest of pipe line men in mind. 

Pipe Line Inpustry will continue to employ the basic 
formula that made Wortp O1’s Pipe Line Section so 

Ask your nearest representative for 


complete details. Reserve your copy of 
new data booklet, just off the press. 


FIRST Chotce of PypeLine Men. 
GULF 


Apecialized PEROLEUM Siblications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 


PUBLISHING COM PANY 


popular. Symposium-type articles featuring opinions of 
authorities within the industry on new developments, trends, 
engineering problems and subjects of broad interest will be 
regularly used ... as well as thorough, accurate, reporting 
of current activities, monthly construction, and movements 
of men within the industry. 

Pipe Line. INpustry provides a guaranteed circulation of 
4,500 key buying power men .. . the men who buy or 
specify for every major U. S. gas, oil and products pipe 
line company. Put your advertising in Pire Line INpustry 
to reach this known buying power when these men are 


pipe line minded. 


Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 


October 1954/51 

















Publishers of the Industry's only Directory — RUBBER RED BOOK 


Peripatetic . . 


WE SUPPOSE all editors are gad-abouts but we think 
ours takes some sort of prize for travelling. Left us on 
June 11 to sail to London. Never got back till August 
10. Got paid all the time, too. Said he was working in 
England, France, Italy, Germany, Switzerland, Holland, 
Belgium and Luxembourg. Also claimed to be working 
in Monaco but we scotched that right quick. 


@ Says he made a lot of friends, even had pictures and 
postcards to prove it. Felt very proud that he was the 
only American editor present at the very important 
Third International Rubber Technology Conference in 
London on June 22-25. 

@ Sent back an awful lot of reports and stuff, and pic- 
tures he had taken with all the bigwigs of the rubber 
industry from all over the world. Made us work like 
blazes to get his first report in our July issue. Wanted 
a scoop, he said, and he got it. (Ah! “Front Page”!!) 
Like to broke our backs, that editor! Had to make it 
a fat issue. Had to make August just about as big, and 
when the Treasurer heard about the plans for the Sep- 
tember and October issues he moaned about paper and 
printing bills. 


@ But that’s an editor for you never mind how 
much it costs, the readers deserve the best! Could be 
he’s right. He says, what are we complaining about? 
Haven't we been carrying more paid ad space than any 
other rubber journal for a couple of years? He says 
you know why? Because we keep feeding em new fea- 
tures and things like reports on meetings in London 
and everywhere else as soon as they happen. 


@ Well, anyway, we’ve got some cracking good issues 
coming up. The man made a lot of new friends in 
Europe and you know what that means more tech- 
nical reports, more good friends looking out for you, 
more complete issues from a world-wide basis, and more 
interest among readers (bless °em!) who appreciate 
editorial aggressiveness. 


@ Oh, about that Monaco thing! He convinced the 
auditor that besides Monte Carlo, Monaco does have a 
plastics factory, so he gets away with it. Treasurer feels 
better now, too. Ad manager told him advertisers love 
to see editors ‘hit the road’, it’s one of the few ways 
they can judge independently whether a paper is really 
trying. 

@ If you're thinking about covering the rubber indus- 
try, better make plans now to get into RUBBER AGE. 
Even if the editor takes off on another eight-week trip 
(as he just might), you can be sure the readers won't! 


RUBBER AGE 


Uy: 2102 Fisk Building 
ale New York 19, N. Y. 
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begins on p. 42 


house for information on Canada’s 
own design engineering problems, 
achievements and personnel.” Page 
rates vary from $390 for one time to 


$300 for 12 times. 


Milwaukee shows sales problems 
in complex industry structure 

® MILWAUKEE . . Using Milwaukee 
industry as a guinea pig, Newsweek 
has conducted a study that shows 
the increasing complexity of the in- 
dustrial structure and consequently 
of the industrial salesman’s job. 

Results of the study were told by 
Newsweek’s research director, Ar- 
thur McAnally, with the aid of a 
slide film presentation, at the Mil- 
waukee Industrial Marketing Asso- 
ciation’s first meeting of the 1954- 
55 season. 

The study showed that between 
1939 and 1953 the number of busi- 
nesses in the nation increased 30.7%, 
employment increased 64% and 
manufacturers sales increased 395%. 
Comparative figures for Milwaukee 
show that between 1940 and 1953 
the number of manufacturing firms 
increased 46%, manufacturing em- 
ployment went up 91.3% and manu- 
facturers sales increased 413.8%. 

Most significant figures, from the 
standpoint of the man who has to 
sell to industry, are those that show 
an 89.7% increase in management 
personnel for the nation as a whole 
from 1940 to 1953. 

Case histories of sales made to 28 
Milwaukee industrial companies 
pinpointed the problem by showing 
that salesmen usually reached few- 
er than half the persons who in- 
fluenced buying decisions. 

The study listed six major prob- 
lems that have resulted from the 
big buildup in the industrial struc- 
ture. They are: 

1. Reaching all buying influences. 

2. Better buyer-seller communi- 
cations. 

3. Pre-selling top management. 

4. Combatting executive turnover. 

5. Better selling to operating and 
technical management. 

6. Overcoming industry’s estab- 
lished buying practices. 

Continued on page 54 


NOW-MODERN PACKAGING 
GOES TO 23,000 


A BIGGER PACKAGING MAGAZINE — Starting 
in October, MODERN PACKAGING increases its run to 
23,000—an all-time high . . . made necessary by a 1949 ; | 14,078 
growing paid circulation that now tops 17,200.* Fact 
is, in the six-month period between MODERN PACKAGING’s 1950 | . ] 16,179 
last two ABC publisher’s statements, average paid cir- 
culation jumped a record 1,069. 


The reason for this paid circulation growth is simple: 1982 ] 20,448 
MODERN PACKAGING is so integral a part of the field’s 
thinking, doing, buying, that it grows as the field grows. 1953 | 20,758 
Read and preferred over any other magazine in the 
field,** it reaches the buying influences that control 
90% of the nation’s packaging sales! Advertising in 

MODERN PACKAGING is the direct, low cost way to sell Oy 2088 } 23,000 
to the men-responsible-for-buying ...at all levels of 
this expanding market. 

















1951 | ] 17,083 




















June, 1954 | 20,488 











’ 


. . during the last 5 years, paperboard production rose 
from 9,588,200 tons to 12,514,500 tons—a 30.5% increase. . . 


oo 


A BIGGER PACKAGING MARKET ~ Recently 
Walter Williams, U.S. Under-Secretary of Commerce 
said, “The packaging field is believed to be the single 
largest raw materials consumer on a composite basis of YEAR 1948 1949 1950 1951 1952 


1,135,800 





11,887,9 


1 








all American industry.”’ Add such important categories a 
. , ee . : . .. Metal can production rose from 29 ~— of cans 
as packaging machinery, printing, labelling—and you to 35% billions—an increase of 22.49, 
get an idea of the gigantic size of the field. ote oon 


Even more significant is the growth of packaging. For 
all down the line, the packaging industry shows fan- BILLIONS 
tastic growth ... folding paper box shipments doubling OF CANS 


.. aerosol containers quadrupling in 2 years! To sell 
q stititied Y YEAR 1948 1949 1950 1951 1952 





this bigger-and-bigger market use the magazine that’s 


growing with it—MODERN PACKAGING. . . fibre can and tube production grew from $27,298,000 


to $155,000,000—467% up! 


alll 


YEAR 1948 1949 1950 1951 1952 


THOUSANDS 
OF 
DOLLARS 


27,298 





120,000 


*ABC Publisher’s Statement, June 30, 1954 **Results of preference studies on request 
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© GET MORE DONE 
WITH LESS WORK 


Writer: do a research 
job in hours instead of 
days. Sales Engineer: 
take only the parts you 
want from thick speci- 
Representa- 
tive: compile specia 
presentations from parts 
of your own literature 
or from other sources. 
Editor: give copies in- 
stead of the originals 
of those papers you 
cannot replace. Office 
Manager: give every- 
body all the mistake- 
proof copies wanted or 
neecea. 


fications. 








Fully portable and maneu- 
verable. Copy wherever an 
electric lighting outlet is 
available: in your office, in 
other offices, in libraries, at 
home or abroad. Guaran- 
teed. Low cost. Ideal gift for 
the man who works by think- 
ing. Write for full details. 


F. G. Ludwig, Inc. 








705 High Street, Deep River, Conn. 
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“Much of the help in meeting 
these problems will come from pub- 
lications,” Newsweek's Mr. McAnal- 
ly concluded. He said publication 
advertising . . “in all types of pub- 
lications”’ is necessary to reach 
all of industry’s buying influences. 

Mr. McAnally said Milwaukee 
was chosen for the study because its 
diversity of industry “makes it typ- 
ical of industrial America.” He said 
Newsweek has conducted similar 
studies before, one at Rockford, III., 
in 1950 and one at Canton, O., in 


1952. 


ABC committee to study 
industrial classification code 

® NEW yorK .. The Audit Bureau 
of Circulations has taken one more 
step in examining objections of Iron 
Age, which recently quit ABC. 

Representatives of six ABC pub- 
lications serving the metalworking 
field met in New York and set up 
a three-man _ sub-committee to 
study the possibility of ABC’s using 
the U. S. standard industrial classi- 
fication code as a basis for showing 
circulation breakdowns. 

Iron Age, which resigned from 
ABC in June to subscribe only to 
Business Publications Audit, has 
charged that ABC has taken no ac- 
tion on a National Industrial Ad- 
vertisers Association recommenda- 
tion that the S. I. C. code be 
adopted. 

ABC’s public relations director, 
Alan T. Wolcott, said the sub-com- 
mittee will review what ABC al- 
ready has done on the NIAA pro- 
posal, will study the experiences of 
BPA publications that have adopted 
the S. I. C. code, and then wili ask 
for an audience with the media 
practices committee of ABC to tell 
the findings. 

Mr. Wolcott said no date has been 
set for this meeting, but he said it 
will be “some time this fall.” 

Che six publications represented 
at the New York meeting were 
American Machinist, Blast Furnace 
& Steel Plant, Materials & Methods, 
Metal Progress, Product Engineer- 
ing and Tool Engineer. Members of 
the special sub-committee are J. E. 


Blackburn, McGraw-Hill Publish- 
ing Co.; Allan Ray Putnam, Tool 
Engineer, and William P. Winsor, 
Materials & Methods. 

The ABC has expressed “regret” 
because of the resignation of Iron 
Age and said “it will be a number 
of years, if ever,’ before accurate 
comparisons can be made between 
the circulation of Iron Age and of 
other metalworking business papers. 

Iron Age, in resigning from ABC, 
said that ABC did not give “com- 
plete” audits of both paid and un- 
paid circulation. ABC has replied 
to this objection, saying ABC forms 
provide for noting “samples to sub- 
scribers,” and latest available fig- 
ures show only 4.1% of ABC pub- 
lications’ circulation came in this 
“sample” classification. 

“These figures would indicate that 
ABC paid circulation requirements 
are adequate for most of its mem- 


bers,” the ABC said. 


e e Alex Osborn (left) and 
Bruce Barton, only original partners still 
active in Batten, Barton, Durstine & Osborn, 
New York agency, get together in Buffalo 
n 35th anniversary of their association. 
Architectural marketing 
conferences held in six cities 
@ NEW YORK .. Progressive Archi- 
tecture, New York, is sponsoring a 
series of architectural marketing 
conferences in New York, Philadel- 
phia, Chicago, Detroit, Cleveland 
and Pittsburgh during September 
and October. 

Purpose of the conferences is to 
broaden the understanding of per- 
sons interested in the organization 
and operation of architectural firms 
as a market for building materials 
and equipment. cy 
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Giants intent on wresting from the sea investment 
iately $325 million 


TIDELANDS OIL 


More than a year has passed since 
the burning “Tidelands” issue was 
settled by act of Congress. 

Men and masses of equipment 
have been trying again the difficult, 
costly task of drilling for oil be- 
neath the ocean —a job that can be 
handled only by private enterprise 
willing to take the gamble. 

President Eisenhower signed the 
Tidelands Bill on May 22, 1953. 
And Wor Lp OIv’s June, 1954, issue 
gave the first comprehensive report 
on Gulf Coast offshore activities 
since that time. This story was of 
intense interest to oil men every- 

where. 


ajors Speed Offs 


re or 


3 


hover 


Leg work to obtain this offshore 
development story involved 2,750 
miles of travel by five staff mem- 
bers. New Orleans and Tulsa cor- 
respondents verified oil company 
drilling plans. Three other Wori_p 
Om researchers assembled figures 
on acreage and bonus from Louisi- 
ana and Texas records. Pictures, 
sketches, notes on new equipment 
and methods were coordinated at 
the Houston office. Result: a timely, 
factual, authoritative 
other Wortp Ot first. 

Reading matter that gives on- 
the-job assistance means circulation 


story, an- 


Get the facts today on this billion-dollar annual 
equipment market. Request 52-page NIAA market 
data book from any of the offices listed below. 


FIRST Chotce of CTT) 


| GULF PUBLISHING ‘COMPANY 
Apecialized PEIROUUM Srblications 


HOUSTON (6), 3301 Buffalo Drive, LY-4301 


NEW YORK (17), 250 Park Avenue, El Dorado 5-4012 
CHICAGO (4), 332 S. Michigan Avenue, Wabash 2-9330 
CLEVELAND (15), 1010 Euclid Avenue, Main 1-2550 


TULSA (3), Hunt Building, 3-1844 


LOS ANGELES, W. W. Wilson Building, Huntington Park, Jefferson 1219. 
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among men with buying power. 

Oil producing men read Wor_p 

Oi regularly and carefully for use- 
ful, helpful information. Here is 
the largest available circulation 
(16,000) among men engaged ex- 
clusively in oil producing opera- 
tions. Let us show you documented 
evidence that 93% of the men who 
influence the purchase of 98% of 
all oil field equipment subscribe 
to Wortp On. 

Readers like Wortp Om. They 
get more out of it. Advertisers, too, 
like Wortp OiL . . . because they 
get more out of it. 


5038 
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Stickin Around 
with KLEEN-STIK 
*"STICKLISH’’ SITUATIONS... 


regularly succumb to the sales- 
winning ways of marvelous mois- 
tureless, self-sticking KLEEN- 
STIK. It’s amazin’ what you can 
accomplish building sales with 
this versatile adhesive — plus a bit 
of good old-fashioned imagination! 


By Gum—What an Idea! 
Here’s a switch—a P.O.P. piece 
designed especially to be covered 
up! This lifelike reproduction of 
WRIGLEY GUM packages was 
created by the Wrigley art and ad- 
vertising staff as a “place card” to 
help stock clerks in stores keep dis- 
plays fully stocked with yummy 
Juicy Fruit, Spearmint, and 
Doublemint. Printed on super- 
stickin’ KLEEN-STIK, it’s simple 
for salesmen to apply on shelf, 
counter, or rack . . . yet permanent 
as can be! Handsome printing job 
beautifully executed by NEELY 
PRINTING CO., Chicago, and 
LAMCOTE laminated by ARVEY 
CORP. for lustre and long life. 
Seems a shame to hide it! 


K-S Labels for T-V Tables 

To keep competitive TV sets off 
their glamorous new ‘**Tele-Carts”’ 
in dealers’ showrooms, HALLI- 
CRAFTERS CO. of Chicago wanted 
to identify the tables as their prod- 
ucts, to be used only for their sets. 
Permanent nameplates were styl- 
ishly undesirable, so Ad Mgr. RAY 
BERMOND “tuned” to these mini- 
ature streamers, backed with spots 
of ever-stickin’ KLEEN-STIK. They 
take only seconds to peel-’n-press 
in place .. . hold like lions... re- 
move like lambs. Prestige design 
by RUSS DICKERSON — classy 
printing handled by RAY PFLUM 
for HILLISON & ETTEN CO. 


Whether your sales strategy calls 
for smash or subtlety, KLEEN- 
STIK “holds up” its end of the 
deal. P.O.P. displays for walls, 
windows, anywhere—on a wide 
variety of quality papers — are avail- 
able through your regular printer, 
lithographer or screen printer. He'll 
gladly give you samples and advice 
. . . and we'll gladly send our free 
“*Idea-Of-the-Month” — just write! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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problems 


in Industrial Marketing 





BEN DAY 
BACKGROUND 





PICTURE 


a HEADLINE 


COPY AREA 




















Ad plate reduced to different 
sizes easily, at less cost 

We find it advisable to buy space in 
various local directories and bulletins pub- 
lished by organizations such as the Amer- 
ican Society for Metals, the American So- 


Engineers, and other tech- 


the directories will 
ple, the Philadel- 
one page 

Valley chapter 
much smaller 


I usually end up having ad artwork 
re-scaled, and engravings made for what 
seems to be an endless number of ads. . 
all of different sizes. 

My art and plate costs, therefore, are 
excessive. Do you know of anyone who 
has encountered this problem, and solved 
it successfully? . . Advertising Manager 


® YES, we know an advertiser who 
recently encountered the very same 
problem that has been troubling 
you. He wished to run a series of 
fractional page units in a number 


of different directories . . and nat- 
urally, the unit sizes varied all over 
the lot. 

He licked the problem by design- 
ing an ad with an over-all Ben 
Day background (about 60°%). He 
planned his headline, and copy area 
with the smallest fractional page ad 
in mind . . but the over-all Ben Day 
background on the artwork was de- 
signed to cover the area of the larg- 
est fractional page ad. 

The art work and plate was made 
to fit the largest ad. Then he had 
electrotypes made. 

For the largest ad, he used one of 
the electrotypes “as-was,” as shown 
in the illustration below. (Note wide 
Ben Day area surrounding illustra- 
tion, headline and copy area.) 

The next ad was smaller . . so he 
had one of the electros trimmed 
down to fit as shown by the dotted 
crop lines. Notice that the amount 
of Ben Day area surrounding the 
head and copy mass is smaller. 

The third ad was still smaller . . 
so the third electro was trimmed 
even more than the second, as 
shown by the dot-dash crop lines. 

The result: a series of good look- 
ing ads . . all of different size . . all 
with a family resemblance . . and at 
a moderate price. 


Blackboard method gives 
substitute animation for films 

We're producing our own 16 mm. color 
film. We've hired a free-lance cameraman 
and have arranged with a film laboratory 
to handle our editing, recording. 

Our original planning called for a fair 
amount of animation dealing with the 
wire-by-wire development of an electrical 
circuit. Qur cameraman is not equipped to 
handle animation, and in checking other 
sources, we find that animation costs are 
much too high for our small budget. 

Can you suggest any type of substitute 
animation that would not appear too ama- 
teurish? . . Sales Promotion Manager 

Continued on page 60 





-| in selling the 
| process industries 


by DON HOAGLAND 


(Advertisement) 





N 


How fo light the way 


for salesmen who can’t 


sell in the dark! 


rom pilot plant to semi-works 
and into production, specifying teams 
“write in” your products or services 
long before your sales engineers are 
called in for consultation. Since speci- 
fying teams keep their process plans 
to themselves, your salesmen must sell 
in the dark insofar as “inside opera- 
tions” are concerned. 


No one human mind can contain all the 
technical data needed to run a sizable 
plant in the vast process industries. 
Hundreds of thousands of technical 
facts must be made immediately avail- 
able to specifying teams. That's why, 
way back in 1916, the need for a com- 
posite catalog became apparent. 


In 1916, the first edition of Chemical 
Engineering Catalog—familiarly known 
as CEC today—was put on the desks of 
process men. For year ‘round use, they 
were furnished a composite volume of 
technical literature from foresighted 
manufacturers. Since then, Chemical 
Engineering Catalog has grown in size 
and value . . . Chemical Materials Cata- 
log became a separate volume when 
process men made known its need. 


In the 1954-55 editions of CEC and 
CMC, specifiers quickly find the de- 
tailed product data of nearly 700 of the 
country’s leading manufacturers ... over 
2,500 factual pages which help them 
solve the most perplexing process 
problems. 


By providing specifiers with quick con- 
fidential data, Reinhold Catalogs open 
doors through which your sales engi- 
neers are invited to come in for “the 
close”. The quality of product informa- 
tion furnished in CEC and CMC usually 
determines the number of inquiries— 
by mail and ‘phone—that lead to sizable 
orders. Your Reinhold Catalog repre- 
sentative gladly will explain how little 
it costs to put your sales literature in the 
hands of all the right men in all the 
worthwhile process industries plants. 


Write for: 


A series of "Profile Studies” reveal buying 
habits of 7 title groups. Each study pro- 
vides data on what they do—with wom 
they work—how they and their associates 
use Chemical Materials Catalog ... and 
what information is most helpful to them 
in their work. Ask your Reinhold Catalog 
District Manager, or write direct for your 
copies. 





Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 


ELS S SSSA S SE HRAASOCCHAOAAOHROCOSOPOROO OG, 


Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? ran EO 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 

up-to-date data on 

properties, specifications 
and applications of 
chemicals and raw materials. 


REINHOLD 
Publishing Corporation 
430 Park Avenue, New York 22, N. Y. 
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FOOD PROCESSING offers a challenge...and 
$100.00 U. S. GOVERNMENT BOND* 


Claims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 
Claims are heard that “Magazine B outperforms Foop Processinc.” And so Foop ProcessInc 


makes this offer .. . 


issues this challenge — 
As there is no known instance where, on a direct comparative basis, Foop Processtnc has 
not outperformed the next magazine in quality response... 

Foop Processinc offers $100.00 U.S. Government Bond for proof of any 
situation where, on a direct comparative basis, any other horizontal food processing 
magazine has outperformed Foon Processinc in producing quality response—i.e., response 
from desired prospects among the “men who manage” food processing plants and operations. 


WHAT IS NECESSARY TO WIN THE $100.00 BOND? 


If you think you have, or can find, factual evidence 


Obviously, performance must be judged on the 


that another horizontal food magazine has outper- basis of quantity of quality response to comparable 
formed Foop Processinc, tabulate your evidence and _ advertising appearing at the same, or approximately 


contact the publishers at address below. 


same, time in the different magazines. 


WHY CAN FOOD PROCESSING MAKE SUCH AN OFFER? 
Simply because it proves greater readership of quality prospects ... proves it issue after issue .. . has been 
doing it for years. 

Such readership is the logical result of a new kind of editing and publishing—** 


*Why only a $100.00 bond? 
Obviously this is merely a to- 
ken of sincerity . not an 
attempt to pay anyone for 
their time and effort. Every 
advertising buyer needs such 
comparative information as 
a basic guide in his selection 
of media. 


**See identical offer vo. 
CHEMICAL PROCESSING (oppo- 
site page)— another PuTMAN 
Publication, edited and pub- 
lished under the same poli- 
cies 
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® Editorial is practical, “post-graduate” reporting of latest developments in food 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and/or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 

@ Circulation is “hand-picked,” controlled (BPA Audit) ...goes to the key “men who 
manage” and their close associates . .. no dilution with students, beginners, foreign agents of 
questionable value, etc. That’s why effective coverage is greater. 

© Format .. . high-visibility, “square” format ...no buried advertising. Editorial 
content alongside every advertisement. Thus, greater readership is achieved. 


The logical result?... UNDEFEATED PERFORMANCE 


PUTMAN PUBLISHING COMPARY 
Publishers of: FOOD PROCESSING * CHEMICAL PROCESSING * FOOD BUSINESS 
111 East Delaware Place, Chicago 11, Illinois 


coo oa 











CHEMICAL PROCESSING offers a challenge... and 
$100.00 U. S. GOVERNMENT BOND* 


Claims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 
Claims are heard that “Magazine B outperforms CHemicaL Processinc.” And so CHEMICAL PROCESSING 

makes this offer . . . issues this challenge — 
As there is no known instance where, on a direct comparative basis, CHEMICAL Processinc has 
not outperformed the next magazine in quality response... 

CHEMICAL Processinc offers $100.00 U.S. Government Bond for proof of any situation 

where, on a direct comparative basis, any other horizontal chemical processing magazine 
has outperformed CHEMICAL PROCESSING in producing quality response—i.e., response from 
desired prospects among the “men who manage” chemical processing plants and operations. 





WHAT IS NECESSARY TO WIN THE $100.00 BOND? 


If you think you have, or can find, factual evidence Obviously, performance must be judged on the 
that another horizontal chemical magazine has out- basis of quantity of quality response to comparable 
performed CHemicaL ProcessinG, tabulate your evi- advertising appearing at the same, or approximately 
dence and contact the publishers at address below. same, time in the different magazines. 


WHY CAN CHEMICAL PROCESSING MAKE SUCH AN OFFER? 


Simply because it proves greater readership of quality prospects . . . proves it issue after issue ... has been 
doing it for years. 
Such readership is the logical result of a new kind of editing and publishing—** 


@ Editorial is practical, “post-graduate” reporting of latest developments in chemical 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and/or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 


® Circulation is “hand-picked,” controlled (BPA Audit) ...goes to the key “men who 
manage” and their close associates ...no dilution with students, beginners, foreign agents of 


*Why only a $100.00 bond? questionable value, etc. That’s why effective coverage is greater. 
Obviously this is merely a to- 


ken of sincerity . . . not an © Format .. . high-visibility, “square” format ... no buried advertising. Editorial 
attempt to pay anyone for ° uate e 

their time and effort. Every content alongside every advertisement. Thus, greater readership is achieved. 
advertising buyer needs such 


rativ f t . 
« hacia guide ti Riv selection The logical result?... UNDEFEATED PERFORMANCE 
of media. 
Susman feaoeaan pions : PUTMAN PUBLISHING COMPANY 
another Porman Fxblication, Publishers of: FOOD PROCESSING * CHEMICAL PROCESSING * FOOD BUSINESS 


edited and published under 3 
the same policies. 111 East Delaware Place, Chicago 11, Illinois 


ooo aa 
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ere’s an ad— 
now don’t 
bother me! 


A small mid-western manufacturer be- ; 
lieved the only way to sell his loaders was “4 
to make friends and influence people, 
mostly through parties—give and go. 


But advertise? Ten thousand times, “No!” 


ea. O'R He resisted our sales blandishments for 
**6 two years. He’d be resisting yet if he hadn’t 
Q made the mistake of tossing us a small 

contract just to wash us out of his hair. 
“‘We’ll test,”” he said aloud. 
To himself he may have 

mused, “Perhaps we won’t unload any Ss 

loaders, but we'll sure get rid of a per-§ 

sistent space rep.” 


Two days after his first ad appeared * 
we got a 10-word wire: ‘‘Well I’ll be damned. 
= You sold a loader in 
Carolina.” 


»S : 
We've been selling So 

for him ever since. He’s ~*~ 
trying to make up for the sales he 
missed during ‘‘pre-test’’ years. Our name? Mechanization, 
Inc. We publish four publications, covering coal from earth 
to hearth. For producers of coal: MECHANIZATION, read by 
14,500 buying influences who account for 87% of America’s 

coal output, 95% of coal’s annual purchases. 


For users of coal: UTILIZATION, 
which picks up where MECHANIZATION 
stops, never lets go ’til the ashes are 
hauled away. This unique book does 
the work of 5 magazines, reaching the 
men responsible for 90% of all coal 
consumed. These include coal retailers 
and wholesalers, coal docks and coal 
handling railroads, manufacturers, steel and cement mills, 
electric utilities and municipal power stations. 


Two more for good measure: MECHANNUAL, which once 
a year records coal mine history, forecasts coal’s future, and 
illustrates progress to date through detailed articles 
on modern mines; and COAL INDUSTRY PURCHASING 
MANUAL, which tells buying influences where to 

find what they want. 


The researching, writing and editing processes 
involved in publishing these books puts us in inti- 
mate and frequent contact with the very same coal 
production and coal use men you must reach to 
sell in the billion dollar coal market. 


Contact us now. 


echanization, Inc. 
MUNSEY BUILDING « WASHINGTON 4, D. C. 
NEW YORK « PITTSBURGH + CHICAGO » SAN FRANCISCO + LOS ANGELES 
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problems... 


begins on p. v6 


® ONE ALTERNATE method for pro- 
ducing animation is the “black- 
board” method. It’s fairly simple. 
Have your camerman set up his 
camera at the proper angle in front 
of a blackboard. 

Use one of the new type of color 
blackboards, and have an assort- 
ment of chalks of various colors. 
Use color film, of course. 

Suppose you want to start your 
animation sequence with one wire 
in place, and add five more wires to 
the circuit . . one-at-a-time. 

Starting with a blank blackboard, 
draw in your first wire, using red 
chalk. Then have your cameraman 
take a few feet of film (the amount 
of film to be exposed will have been 
previously determined by the length 
of the commentary). 

Now your're ready to add the sec- 
ond wire to the circuit. Assume that 
its length (on the blackboard) will 
run 20 inches. 

This time, using yellow chalk, 
draw in the first two inches of the 
wire, expose some film . . draw in 
another two inches of wire, expose 
some more film . . and so on until 
you have the full 20 inches drawn 
in. Some care will have to be ex- 
ercised to get chalk marks of equal 
width. 

When you edit the film, you'll use 
the same amount of film to show 
each two-inch development. Thus 
when you project the film, your 
yellow wire will develop two inches 
at a time, and at a constant rate. 

You repeat this procedure for the 
four remaining wires, using a dif- 
ferent color chalk each time. 

If you want each wire to develop 
more gradually, draw in one inch 
each time. 

Both the camera and blackboard 
must remain in absolutely the same 
position until filming is completed. 
Use a wall-mounted blackboard. 

You can also get good results by 
doing your color drawing with wax 


‘pencil on white illustration board. 


If the sketch you wish is simple 
enough, you can use the “chalk 
talk” technique. An artist simply 
draws the sketch while the recorded 
voice explains what he is doing. = 





























the great cost of sales calls made too late 


» Wasteful, indeed, is the time and money spent chasing down a sales 
lead only to lose the order because your man doesn’t get to the prospect 
until it is too late. Competition gets in on the ground floor. But you can 
beat competitors to the gun much more often by making it easier for more 
buyers to call in your men first. aA good catalog program is the key, 
because those who specify in industry almost always use catalogs to sift 
suppliers before calling in salesmen. And your catalogs can be planned 
specifically to induce more of them to call your men. They can be placed 
strategically in the offices of all potential customers and kept there ready 
for instant use. » Helping manufacturers get more invitations for their 
men to call, through better catalog procedure, has been the whole business 
of Sweet’s for nearly 50 years. A helpful new booklet, ‘‘ Your catalogs— 
kev to more orders,’’ is yours for the asking. Sweet’s Catalog Service, div. 
of F. W. Dodge Corp., Dept. 12, 119 W. 40St., New York 18. Offices in all 
principal cities. ‘“The easier you make it for people t> buy your products, 


the easier they are to seil.”’ 
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in the Big Growth Industries 


r CIRCULATION—78,234 subscribers, more than 
twice as many as any other magazine serving the 85 billion 
dollar chemical and process industries. 


BIGGEST COVERAGE—Of all titles and functions in the cpi 
“buying team”: company officials, works executives, 
supervisors, foremen, engineers, research directors, chemists 
and consultants. 


THE COMPLETE MAGAZINE—complete general news 
coverage, complete cpi technical information (the only place 
industry men can find the full industry story) and 

complete buyer service, 


BROADEST SCOPE... Dt EPEST PENI rRATI¢ )N—reaching An American Chemical Society Publication 
all buying titles and functions, and reaching deep within 
them with a big circulation in each category. 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 22, N. Y. 


Chicago Cleveland San Francisco Los Angeles Seattle Dallas Denver 
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Distributor survey helps 


But first, a market study backs up distributors’ choice 


By C. Hotchkiss, Jr. Sales Department * Stow Mfg. Co., Binghamton, N. Y. 


® WE HAD TO expand our line. Our 
distribution system demanded it . . 
so we asked our distributors what 
direction that expansion should 
take. 

We took their advice . . but not 
blindly, without some checking on 
our own. 

Stow makes flexible shafting both 
for power drives and remote con- 
trol operations. We also make a line 
of concrete vibrators (which use a 
flexible shaft) and a concrete vi- 
brating screed. These are sold 
through construction equipment dis- 
tributors. 

Last year, several of our vibrator 
distributors asked us to make a ro- 
tary trowel, a machine that trowels 
concrete to a fine finish. Only two 
companies were making such trow- 
els at the time, and they had set up 
exclusive distributorships in each 
territory. 

Our distributors were out in the 
cold. Either they couldn’t sell rotary 
trowels or they had to buy them 
from the exclusive distributors for 
resale at only a 10% or 15% mark- 
up. 


We Decide to Ask Questions. . 
We studied the rotary trowel and 
found there were several patents, 
which would mean we would have 
to do a lot of redesigning before we 
could market such a machine. Be- 
cause of this, we decided to ask all 
our distributors what new products 
they would like us to make, before 
we made a final decision on the 
trowel. 

We wanted the additional sales 


volume a new product would give 
us, and we also hoped a new prod- 
uct would help build up our dis- 
tribution system. We had come into 
the concrete vibrator field rather 
late, and most of the good distrib- 
utors had been taken by other man- 
ufacturers. In many cases, we had 
to take second-rate distributors or 
none at all. 

Although we built up a name for 
quality and for good relations with 
distributors and gradually managed 
to get many of the good distributors 
to switch to our line, we still found 
it tough getting in to some distribu- 
tors because we did not have as 
complete a line as some of our com- 
petitors. 

One distributor didn’t like the 
manufacturer of the line he handled, 
but he didn’t want to switch to our 
line because he wanted to keep the 
chain saw made by his unloved 
manufacturer. Because of problems 
like this, we were really on the 
lookout for any product that would 
give us a more complete line, at- 
tractive to distributors. 


Pick One Out of 15 .. We sent 
each of our distributors a letter with 
a list of 15 products. We told them 
we were thinking of making several 
new products and asked them to 
pick out the four items they thought 
they could sell best and number 
them in order of preference. 

The results of the survey showed 
the rotary trowel and one other 
product were just about tied and all 
other products trailed far behind. 
The product that was tied with the 
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trowel was studied carefully. But 
we had to discard it because of an 
expensive component. We could not 
make the part and would have had 
to buy it from one of the other man- 
ufacturers of the machine. This 
would have made our own price too 
high. 
That left the rotary trowel. 


Market Study, Too .. We still 
weren't completely convinced the 
market was big enough for us to 
go all out on the production of the 
trowel. So we hired an outside de- 
sign firm, Designers for Industry, 
to make a technical survey. They 
contacted contractors using rotary 
trowels, as well as our competitors’ 
distributors, and asked a great many 
questions about the trowel. How 
many a contractor used? How many 
were sold by a distributor? From 
their answers, they obtained a fair- 
ly good estimate of the potential 
market. 

The interviewers also asked ques- 
tions about the products so that we 
could come up with an improved 
design. When the survey was com- 
pleted, we concluded that we defi- 
nitely should make a rotary trowel 
to add to our line. 

We hired Designers for Industry 
to design the prototype model. Then 
we built and thoroughly tested a 
production model and went into 
production. Our first run will be for 
50 machines. When we get the re- 
action from the field on the first 50 
machines, we will start a larger pro- 
duction run. 

One thing we're certain of: our 
distributors really knew what they 
wanted. They ordered 17 rotary 
trowels before they even saw a pic- 
ture of the machine. "8 
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One ‘long stride’ pushes old 
company into new markets 


Copy idea becomes almost a trade-mark for Boston distributors 


x J 
Advertising N 


By George A. Taylor 


® HE COMES FROM more than 100 
home towns. . in 40 states; Yet he’s 
known simply.as the “Boston Man.” 

And under that namie he’s becom- 
ing more and moré well known. . 
mostly because he’s taken to strid- 
ing purposefully through the pages 
of a dozen or so business publica- 
tions, introducing himself. 

The Boston Man is the distributor 
for Boston Woven Hose & Rubber 
Co., Boston manufacturer of me- 
chanical rubber goods. He’s a com- 
posite man made up of the compa- 
ny’s more than 125 distributors. 

The Boston Man, with his pur- 
poseful stride and his confidently 
swinging brief case, came into being 
because of a serious sales and mer- 
chandising: problem. 

A survey had disclosed that the 
company, theugh well established 
and respected,\ was not well known 
in some new, important industries 
where its products should be finding 
markets. 

The company wanted to—repesi- 
tion itself as a leading factor in in- 
dustrial rubber goods not only in 
areas where it<already was en- 
trenched solidly but wherever m- 
dustry ‘neéded its\ goods and “serv- 
ices. 

The key to all Boston’s sales ever 
since the company invented the cir- 
cular loom for weaving fire hose 
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back in 1880 has been its distributor 
organization, a factory-trained sales 
group including some of the best 
mill and factory supply houses in 
the country. 


To Help the Experts . . These dis- 
tributors sell equipment other than 
Boston’s, a wide variety of indus- 
trial equipment ranging from rela- 
tively heavy machines to nuts and 
bolts. Obviously, their selling time 
is at a premium because of the va- 
riety of needs they must satisfy. 

For Boston, the major question 
was how best to support the sales 
efforts of these experts in order to 
make it easier for them to sell Bos- 
ton goods, particularly in the new 
markets. 

Studying the problem with its ad- 
vertising agency, Brooke, Smith, 
French & Dorrance, New York, 
management soon realized that if 
the distributor was all-important to 
Boston’s ‘sales, then all advertising 
and merchandising had to empha- 
size this salesman and his services. 
The company never had _ been 
strongly identified with its distribu- 
tors. 

The approach was as new as it 
was exciting. For the mechanical 
rubber goods industry it was the 
first time that the leading role of 
the distributor had ever been 


stressed so completely. Boston’s 
vice-president in charge of sales, 
Whiting N. Shepard, wrote to dis- 
tributors, “for us to be successful 
you must be successful first. Our 
new advertising program is designed 
to help you get recognition, estab- 
lish prestige, and sell more Boston 
products.” 

Thus the Boston Man was born. 

Each Boston Man ad is a full page 
dominated by the brief case and the 
striding right leg. The opposite page 
of each ad carries photographs of 
Boston Men (individual distribu- 
tors) captioned with brief, salient 
information about this distributor- 
ship, its background and specialized 
services. Address and phone num- 
ber also are listed. 


More Ammunition . . Headlines 
are simple and direct: “The Boston 
Man delivers rubber products right 
now,” emphasizing a policy of 24- 





THIS CONSTRUCTION EXPERT 
. WiLL WORK 
For vou 
FREE 
——_ 


BOSTON 


BOSTON WOVEN WOME & EUBAEE COMPANY ane 


= 


Pvt Comenyer Baits Rimee Sem lommnmascee Bate ¥ Ret ekoee! Mee Bel Bug Prete “tng. facta Tepe 


JCBBER IMPRINT 





Two-Way . . Reprinted business pub- 
lication ad doubles as jobber’s mail piece. 


hour deliveries “The Boston 
Man’s business: rubber products 
engineered to your job,” highlight- 
ing the company’s expanding re- 
search. 

Business publications in which 
the campaign ran included Business 
Week, Dun’s Review & Modern In- 
dustry, Engineering & Mining Jour- 
nal, Factory Management & Main- 
tenance, Fire Engineering, Firemen, 
Hardware Age, Hardware Retailer, 
Industrial Distribution, New Eng- 
land Electrical News, Pit & Quarry, 








Rock Products and Southern Indus- 
trial Supplier. 

But the company isn’t content 
with just the business paper inser- 
tions. The Boston Man ads are used 
as additional sales ammunition for 
the distributor. Carrying his imprint 
they double as flyers, direct mail 
and promotion pieces. The company 
even defrays all production charges 
for redesigning a national ad for 
special insertion in regional pub- 
lications distributor 
needs the extra impact of a Boston 
Man ad. 

The Boston Man symbol is rapid- 
ly assuming the proportions of a 
trade-mark. Because the company 
is using the symbol in its advertis- 
ing and promotion with ever mount- 
ing frequency, distributors receive 
even greater recognition and pres- 
tige and become more firmly estab- 
lished as the man to do business 
with in industrial rubber goods. 


whenever a 


port. 

Additional support for the Boston 
Man from the company includes: 

1. Publicity emanating from com- 
pany headquarters but slanted to- 
ward distributors’ local newspapers 
and radio and TV stations. 

2. Special direct mail pieces for 
special market areas, such as min- 
ing. 

3. A complete line of mobile dis- 
plays for use at sales meetings, open 
houses, conventions and exhibits. 

4. A corps of factory salesmen at 
district offices. These are specialists 
who set up distributorships, then 
work closely with the distributors to 
help in their training and sales pro- 
grams. They also help plan special 
promotions and solve customers’ 
problems when special engineering 
know-how is needed. 

5. One-week sales courses con- 
ducted twice each year by the fac- 
tory salesmen. The courses help dis- 
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Coordinated Steps .. At left, Boston Man symb< 
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by special bulletins on vital news 
breaks. 

The Boston Man concept is not a 
gimmick. It is not a slick advertis- 
ing maneuver, substituting froth for 
valuable information. We sincerely 
believe it is a valid means for com- 
municating useful information to 
old, new and potential buyers of oun 


products. 


No ‘Cuteness’ . . Since the cam- 
paign began, the factory sales force 
alone has expanded by 3312, V- 
belt specialists have increased their 
number by 200°,. Warehousing fa- 
cilities for the use of the Boston 
Man have grown 150°;, and in some 
areas such as Chicago these facili- 
ties have been doubled in capacity. 

This is just some of the physical 
evidence that the distributor, high- 
focused in our advertising, is getting 
continued factory support. 

And just as the physical tools for 
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sls integrate one-page case history with dealers’ pictures in 


page. Mail pieces (middle) carry on theme. At right is ad new Boston Man ran in his field's business papers 


Wins New Distributors . . Within 
six months after the campaign 
started, the Boston Man created 
new challenges to competition in his 
territory, for the ads skilfully sug- 
gest that he has been carefully se- 
lected to represent Boston which is 
both proud and jealous of its dis- 
tributorships. The campaign also is 
winning new distributors to its ban- 
ner, distributors who might have 
been more difficult to obtain had 
the company not demonstrated so 
clearly its complete distributor sup- 


tributor salesmen become intimate- 
ly acquainted with the manufacture, 
application and special features of 
the company’s products. The courses 
foster a closely knit relationship be- 
tween company and distributor that 
helps build sales. 

6. A newsletter to provide dis- 
tributors with last minute market- 
ing information and to keep them 
posted as to what is happening in 
sales promotion and advertising. 
The newsletter is sent out on a reg- 
ular schedule and is supplemented 


building bigger sales are improving, 
so are the ad and merchandising 
ideas. The company long ago dis- 
covered that sales ideas, when pre- 
sented interestingly and honestly, 
free from emotion or “cuteness,” 
sold goods and kept the Boston Man 
going. Today he’s striding fast and 
in giant steps. His brief case bulges 
with plans, ideas, sales aids, com- 
plete product information. Boston 
plans to keep him fast gaited and 
way out front for a long time to 
come. a 
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Whenever you talk figures, use charts. 
Save the text for the remainder of your 
story. That's the credo of the author, a 
chart specialist. The same rule can apply 
to your ad copy. sales presentations, budg- 
” Emphasize your point but don’t distort . . your et presentations, annual reports, articles in 
Sins will catch up and your charting days are over your company magazines, mail pieces, etc. 








® IT HAS probably happened to you 
® Stick to the main point . . don’t add extra data hundreds of times. You're talking 
just because it’s interesting and pertinent with a friend or a business ac- 
quaintance, trying to explain the 
details of some intricate subject . . 


® Be sure the chart tells a story in itself, without the ins and outs of a budget, the 


depending on the text to make it clear workings of a machine, a concept of 


economics, a tax law. You begin to 
get tangled up in your own words. 
Your audience loses track of your 
meaning. What do you do? 
It’s almost automatic. You reach 
for a piece of scrap paper and draw 
How to use charts a picture. 
The picture does two things for 
you: First, it clarifies your mean- 
to put over an idea fast ing by allowing both you and your 
audience to visualize the concepts 
you are working with, and their re- 
lationships to one another. Second, 


By Harry W. Jensen Illustration Editor * Business Week, New York even if you are no artist, it puts 
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your meaning across with an impact 
rarely conveyed by words alone. 
This is the argument for charts. 
We have used them so often, and 
for so long, that we would be at a 
loss without them. This applies not 
only to our editorial department, 
but to our advertising department 
as well. It is hard to imagine any 
area of the business world in which 
the conveying of ideas and informa- 
tion, or the presentation of a per- 
suasive argument, cannot be helped 
immensely by the use of charts. 


Something to Lean On .. The list 
of things a chart can do is impres- 
sively long. A chart awakens in- 
terest. It catches the eye; it makes 
people read a body of text they 
might otherwise have ignored, or 
listen to a speech through which 
they might otherwise have dozed. It 
puts an idea across with a bang. 
Whatever you are trying to prove 
to your readers or your audience, 
the chart helps you prove it. It 
shows a growth trend in sharp out- 
line, clearly illustrates a compari- 
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son. If your subject is complicated, 
a chart straightens out the tangle 
for you. It gives both you and your 
audience something to lean on, 
something to refer to. 

To me the most impressive praise 
of charts is the fact that, on the job, 
I find that they are loved dearly by 
the rewrite men . . a breed that tra- 
ditionally anything but 
words. A chart provides a conven- 
ient framework upon which words 
may be hung. It makes the writer's 
work immeasurably easier. 


scorns 


Three Ways to Chart. . Gener- 
ally speaking, there are three main 
types of charts. Each type can do 
certain jobs better than either of the 
other two. The three are line charts, 
bar charts, and pie charts. 

The line chart is probably the 
most familiar. Its principal use is 
to illustrate trends . . to picture 
More often than 
kind of 


growth or change. 


not, it consists of some 
quantitative measure plotted ver- 
tically, and time plotted horizontal- 


ly. 
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Color Appeal 


You might use it, for instance, to 
show the growth of U.S. population 
over the past century with peo- 
ple, in millions, plotted up and down 
the left-hand edge and years or 
decades along the bottom. The trend 
line would climb from left to right, 
gradually increasing its angle of 
ascent. Better than mere words and 
figures, it would show how fast the 
population is growing. It would 
carry the point across with force. 

The bar chart is most at home 
when it is used to show compari- 
sons. You would use it, for instance, 
to compare the population of the 
U.S. with that of other countries. 
Population would be plotted ver- 
tically, the names of countries hori- 
zontally. Each bar would represent 
the population of one country; the 
relative heights of the bars would 
compare the countries much more 
forcefully than a list of numbers. 

The pie chart, so called because it 
resembles a pie cut into segments, 
is a master at illustrating break- 
downs. If you wanted to show what 
percentage of U.S. citizens are farm 


Here’s one way a pair of charts were made to work together, 
combining type heads and color 
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workers, what percentage industrial 


workers, what percentage office 
workers, you couldn't choose a bet- 
ter medium than the pie chart. The 
entire pie would represent the en- 
tire population: each segment, or 
“share,” would represent one par- 
ticular group of workers. Compared 
to the chart, a mere list of percent- 
dismally 


age figures would look 


drab. 


Make Space Count. . These are 
the three main chart 
their principal abilities. These prin- 
cipal uses are not, however, the only 


types, and 


uses. In certain cases, the charts 
can take over each others’ jobs. 
Space limitations might dictate, for 
example, that you use a bar chart 
instead of a pie to show a break- 
down: a bar chart can be made long 
and narrow, whereas a pie chart 
generally needs a fairly big, more 
or less square piece of space. 
Each of the three main chart 
types can be modified, too, into 
scores of sub-types. These sub- 
types have unique properties of 
their own. One of our favorites is 
the double or multiple line chart, 


which does a beautiful job of com- 
paring two or more trends . . such 
as the growth of U.S. population 
against the growth of industrial 
production. 

Hence, in choosing a chart for a 
particular assignment, you have to 
take into consideration more than 
the bare framework of the case. 
First, decide which chart type has 
the basic ability for the job you 
have in mind. Then find out wheth- 
er there are any mechanical con- 
siderations, such as limited space, 
that will force you to use some oth- 
er kind of chart. 


Two Trends at Once. . Next, ask 
yourself exactly what it is you wish 
to emphasize. You may find, fer in- 
stance, that you are interested not 
so much in the fact that sales of a 
certain product are growing as in 
the fact that they're growing faster 
than sales of some other product. 
This may lead you to use a two- 
trend chart instead of a single line. 
A host of factors like this will in- 
fluence your eventual choice of 
chart . . and the more carefully you 
consider those factors, the more ef- 
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fective your chart is likely to be. 

Having chosen your chart, you 
are now faced with the job of de- 
signing it. This can be a tricky 
proposition, but you're not likely to 
go wrong if you keep three guide- 
posts in sight: 


* Make the chart an honest one. 
* Keep it simple. 


- Be sure it tells a story. 


It Pays to Be Honest. . Making a 
chart honest is not so easy as it 
sounds. On the contrary, it is the 
easiest thing in the world to become 
overzealous, overanxious to make a 
chart prove a point. This can lead 
you to commit any of the various 
sins described in Darrell Huff's 
book, “How to Lie with Statistics.” 
It is permissible to emphasize statis- 
tics in a chart, but not to distort 
them. There is bound to be an alert 
mathematician among your readers 
or your audience; he will leap for- 
ward immediately and denounce 
you. Once you get a reputation for 
dishonest charting, you may as well 
stop making charts; their effective- 
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ness is lost completely. 

Keeping a chart simple is also no 
easy matter. The trick is in know- 
ing what to leave out. Stick to the 
main concept; don’t add extra pieces 
of information merely because they 
are pertinent and interesting. The 
simpler the chart, the more quickly 
it can be read and understood. And 
the more quickly it can be under- 
stood, the greater is its impact. 
Save the extra information for the 
text or speech that will accompany 
the chart. 

Making a chart tell a story is 
principally a matter of making the 
chart complete in itself. It should 
be set up so that a reader can look 
at it and, without referring to the 
text or listening to a spoken ex- 
planation, understand and assimilate 
the meaning wholly. The chart 
should tell the reader what it is 
talking about, explain its ideas on 
the subject fully and clearly, and 
arrive at some kind of conclusion. 
It should be more than a mere sta- 
tistical illustration. 


A Few Words Do Job .. In trying 
to make a chart tell a story, you'll 
find you need to put one or more 
lines of type into the design. A 
few words, judiciously chosen and 
carefully placed, can work wonders. 
Remember, however, that a chart 
must be simple; too many words 
will lengthen the reading and un- 
derstanding time . . and weaken the 
impact. 

Sometimes a mere label head is 
enough something like “The 
Growth of U.S. Population.” Gen- 
erally, however, a label like that is 
fairly dull. It doesn’t tell the read- 
er that he ought to be interested; 
indeed, it somehow conveys the im- 
pression that the chartmaker him- 
self was bored. The chart becomes 
much more lively if you handle the 
head something like this: 

Over on the left of the chart: 
“There weren’t many people here in 
these days” (with an arrow pointing 
to the beginning of the trend line). 
And over on the right: “. . . But 
look at them all now” (with an ar- 
row pointing to the 1950’s end of the 
line). 

A head is essential to the reader’s 
understanding of the chart. So is a 
label for the plotted figures . . “pop- 
ulation in millions,” “sales in thou- 


sands of dollars,” “percent.” What- 
ever it is, do not by any means neg- 
lect to let the reader know. This 
little label not only helps the chart 
to be understood; it can save words 
in the headline. 


It’s Handwritten . . Not essential, 
but often extremely helpful, is some 
kind of spotlight within the chart. 
Suppose you are talking about the 
sales history of a certain product. 
You prepare a line chart to illus- 
trate the product’s sales growth over 
the years. The year 1947, for one 
reason or another, was the year 
when sales took their biggest jump; 
and you particularly want your au- 
dience to think about that particular 
fact. How do you draw attention to 
the year in the chart? 

There are several possibilities. 
Here again, type can help you: 
“This was the big year,” with an ar- 
row pointing to the place on the 
trend line that covers 1947. Per- 
haps even better than type would 
be a casual handwritten note and a 
pencilled arrow. We use this hand- 
writing technique often in our pub- 
lication; it gives the chart a sense 
of urgency, of having been put to- 
gether fast because of some pressing 
need. It also gives the chart an air 
of informality. 

You can also spotlight the year 
1947 by building the chart on a color 
or Benday base, and leaving a white 
circle around the sharp-rising part 
of the trend line. This is just as ef- 
fective as the line of type or hand- 
writing, although, of course, it’s 
more formal. It does not give the 
reader the same sense that you are 
looking over his shoulder, pointing 
out to him the essential aspects of 
the chart. 


Four Colors Confuse . . Like type, 
color can be a great deal of help in 
making the chart tell its story force- 
fully. Generally, one color is enough. 
The reader’s eye is drawn immedi- 
ately to even a small spot of color. 
If there is more than one color, the 
impact is likely to be divided and 
weakened; the chart is likely to lose 
its simplicity. 

Color does more than merely 
dress the chart up. It helps you 
emphasize what you consider the 
chart’s most important aspects. It 
also directs the reader’s eye; it 


makes him read first what you want 
him to read first. 

One of the most useful tricks with 
color . . a trick we use often . . is 
the echoing of a color in the chart 
and head. Suppose you have a bar 
chart in which you are comparing 
sales of Product A with sales of 
Products B, C and D. The bar rep- 
resenting Product A is red; the oth- 
er three bars are black. The head 
says: “Here’s How Product A 
Stacks Up.” If you set the words 
“Product A” in red, thus echoing 
the color of the Product A bar, the 
chart will gain extra voltage. 

These are the basic rules and 
techniques by which effective charts 
can be built. The experienced chart- 
maker carries them in his head all 
the time. And right alongside them, 
he carries an equally important set 
of negative rules . . the rules on 
when not to make charts. There 
are places where charts definitely 
do not belong. 


Don’t Do It . . Shun charts like 
poison if: 

1. The statistics you intend to use 
are of hazy origin. 

2. The statistics don’t all bear out 
the point you are trying to prove. 
You may be tempted to ignore the 
unfriendly statistics; the result will 
not be an honest chart. 

3. You can’t allow enough space 
to illustrate your statistics properly. 
It’s better to use no chart at all than 
to reproduce a chart too small. 

4. You intend to present a mass 
of diversified material. Several dif- 
ferent concepts, and several differ- 
ent scales, will generally confuse 
any audience that isn’t profession- 
ally adept at chart reading. Either 
break the material up into several 
charts, or use none at all. 

Remember, in the philosophy of 
using chart illustration, the art is a 
working part of your story. You 
can rely on it to do your work for 
you. There's less need of long con- 
fusing explanations, no need of rep- 
etition . . just refer your audience 
to the chart. 

Whenever you have a story to tell 

. and particularly when it’s intri- 
cate, whether it’s a budget presenta- 
tion to the vice-president or an ad- 
vertising message in a business pub- 
lication . . ask yourself, “Can I chart 
that?” a 
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How to choose an agency 


and be happy, successful 


John Budgetwise finds the way in the industrial field 


By Norton Weber 


equipped for 
broad service 


limited to 
placing space 


“ 


In the industrial field, it takes two .. an 
advertiser aware of his needs, and an 
agency equipped to fil} them. How to 
achieve the union is discussed here by 
one who at one time or another has been 
“chosen.” Next month a view from the 
other side of the fence will be offered in 
an article by an industrial advertising 
manager who himself has just made a 
choice. 





® WHAT CAN an agency man pos- 
sibly tell an advertiser about hiring 
an agency”? And isn’t he presumptu- 
ous to try? 

On the other hand, agency people 
have an excellent opportunity to see 
many clients in their selection of, 
and relations with, agencies. They 
see the satisfaction that follows 
painstaking and well-planned agen- 
cy selection. They also see what 
happens between good clients and 
good agencies who simply are not 
good for each other. If an agency’s 
outside viewpoint is worth anything 
to a client on marketing matters, 
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goes very slowly. Firing and hiring 
an agency is serious business with 
ramifications that affect many peo- 
ple. John makes no move until he 
and his associates have decided, re- 
luctantly, that their present agency 
either will not or cannot satisfactor- 
ily perform the services needed by 
the client company. 

Even now, John 
makes no overt move. First, he has 


Budgetwise 


John Budgetwise 


possibly it also has some little value 
in the matter of agency selection. 

So here are one agency man’s 
thoughts on how he would go about 
hiring an agency, if he were a client. 
In order to avoid too much first 
person singular, let’s take an anony- 
mous advertising manager . . we'll 
call him John Bucgetwise . . and see 
how he goes about it. 


Easy Does It . . To begin with, he 


some very important planning to do 
because he wants the new agency 
relationship to be better than the 
old. He wants it to last; he knows 
that the longer a good client and a 
good agency work together the more 
productive their joint efforts be- 
come. 

His first step is to crystallize .. on 
paper just exactly what he and 
his company need and expect from 
an advertising agency. 











Does he want someone merely to 
“make up ads” for him, and handle 
the details of space and time buy- 
ing? Or does he want a close-work- 
ing partner who can not only help 
him plan advertising aimed at the 
company’s marketing objectives, but 
also can help formulate and clarify 
those objectives? Does he need 
market research assistance? Public 
relations counsel? Product public- 
ity? What about catalogs, literature, 
house-organs, and other collateral 
material? 


What About Size? . . John puts 


consistent 
performance 


“one-shot” 
successes 


his thoughts on all these matters on 
paper and discusses them with his 
sales manager and other associates. 
(John Budgetwise is not one of 
those rare advertising managers 
who have the first and last word to 
say about agency selection.) They 
also talk about size of agency. Do 
they want one of the very largest, 
with multiple offices? Or medium, 
or small? Why? Or doesn’t it mat- 
ter? Must the agency be in town, or 
will they work with one a reason- 
able distance away? 

Now that the broad requirements 
of the new agency have been de- 
fined, John makes a list of agencies 
that he thinks will fit these require- 
ments from the standpoint of loca- 
tion, size, and kinds of services of- 
fered. Part of his information comes 
from things he has seen, heard or 
read about agencies during his years 
in the advertising business. Part 
comes from published agency lists. 
And a good part comes from several 


media salesmen whose knowledge 
and integrity he has learned from 
experience to respect. 

Now he has a starting point, a list 
of agencies from whom a presenta- 
tion probably would not be a waste 
of time. But he is not yet ready to 
invite solicitations. 

First, he prepares a very brief re- 
sume of his company. In it he in- 
cludes company history, the prod- 
ucts it makes, the markets in which 
it sells, who its competition is. He 
finishes with a short summary of 
the services his company expects 
from its advertising agency. He puts 


tailored 
to YOU 


generally 
competent 


into this resume everything he feels 
will help an agency decide whether 
or not it is suited to handle the ac- 
count, or interested in handling it. 

Now John Budgetwise is ready to 
invite solicitations. He writes the 
head of each agency on his list. His 
letter is designed to do several spe- 
cific things. First, to inform each 
recipient that a similar letter is be- 
ing sent to several other agencies 


It's easier when you know what you need. 


which 
and_ geographical 
would appear to be logical consid- 
erations. 

Second, to call attention to the at- 
tached company resume as a means 
by which the agency can evaluate 
its own fitness, and desire, to handle 
the account. Third, to suggest that 
if the agency is interested, it pre- 
pare a similar brief resume about 
itself and send it to the company. In 
this resume he is principally inter- 
ested in having the agency’s age, 


from a size, experience, 
standpoint 


approximate size, the names of its 
clients and the length of time it has 


offers specu- 
lative ads 


served each one. 

John makes clear in his letter that 
formal presentations will be ar- 
ranged later . . after a study of each 
agency's resume with sufficient 
time allowed for adequate prepara- 
tion. 

Because John has compiled his 
list of agencies carefully, he receives 
from all but one. This 
agency informs him that it has re- 


resumes 


cently acquired a competitive ac- 
count and is, therefore, ineligible. 


Everyone Gets in the Act . . 
He and his associates study the re- 
sumes carefully. On the basis of 
the bare facts presented, one or two 
obviously lack either the facilities 
or the specific marketing experience 
John’s company needs. 

John invites the others to make 
formal definitely 
scheduled times. He does this after 
making sure that all of his asso- 


presentations at 


ciates concerned with agency selec- 
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insists on know- 
ing client first 


How to choose an agency .. 


tion will be able to attend each so- 


licitation. 


How Much, How Many. . John 
tells each agency how much time is 
available to them, and approximate- 
ly how many client people will be 
present, so the content and method 
of presentation of their material can 
be arranged accordingly 

He also makes it very clear that 
he does not want speculative cam- 
paigns submitted 

He does this because he believes 
that no agency can do a really help- 
ful job from the outside, without 
having lived with the client closely 
enough and long enough to know 
sales objectives, competitive condi- 
tions, distribution problems, etc. An 
agency attempting to provide the 
answers without an intimate knowl- 
edge of the problems would impress 
John as being not only presumptu- 
ous, but dangerously superficial. 

At last the days of the presenta- 
tions arrive. As each agency goes 
through its paces, John watches and 
listens as objectively as_ possible. 
And he measures each agency 
against a two-sided yardstick. 

With one side he measures the 
tangibles. The facilities of the agen- 
cy. The scope of its services. The 
interest and lucidity of its presenta- 
tion. Its grasp of John’s company’s 
situation. The quality of its work for 
other clients. In judging the latter, 
John is more apt to be impressed by 
the degree of effectiveness main- 
tained over a long period of time 
than he is by isolated examples of 
spectacular successes. The latter, he 
knows, can often be freaks of lucky 
coincidence. 

With the other side of his yard- 
stick, John measures the intangibles. 
He does his best to look through 
the words and pictures and charts 
of the presentations and see what 
lies behind them. He tries to meas- 
ure such things as attitude, ethics . . 
character. Does the agency’s work 
for others or its presentation 
show a tendency to skirt closely the 
edge of misrepresentation? Is it ex- 
pedient, rather than far-seeing? 
Clever, rather than sound? How 
does it approach its job. . with glib 
assurance, or honest inquiry? 
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Scorecard . . What is the agency's 
attitude toward advertising itself? 
Does it appear to consider adver- 
tising a thing apart . . collection of 
pretty pictures and clever words . 
or does it treat advertising as one of 
several closely integrated tools of 
marketing? 

Because John Budgetwise does 
not have a miraculously accurate 
and neatly compartmentalized mem- 
ory, he makes a few notes on each 
agency presentation. This is merely 
a record of his impressions, a kind 
of informal scorecard which will be 
useful later in discussing the agen- 
cies with other company men. 

Sometimes one agency will stand 
out. Then the choice is simple. 

But in John’s case, it is not that 
easy. Two or more of the competing 
agencies appear to be about equally 
well-equipped. A choice must be 
made . . a difficult one . . based on 
the answer to this question: with 
which agency will we be able to 
establish the smoothest, closest, 
longest lasting relationship? (And 
which agency has the best chance of 
becoming increasingly productive 
with each passing year.) 

At this point, John could toss a 
coin or draw straws; and he is 
tempted to do so. He is anxious to 
get the matter settled and definite. 

But he resists that temptation, 
and instead asks each of the neck- 
and-neck agencies for the oppor- 
tunity to meet, on an informal basis, 
the account executive who would be 
assigned to his account. This is not 
for the purpose of seeing how these 
people comb their hair or what good 
spenders they are. Rather it is for 
the purpose of talking, at length, 
about advertising or baseball or 
anything that 
will give him the opportunity to ob- 
serve closely, to get the “feel” of 
minds and characters, to see what is 
behind the best foot they have all 
been putting forward. 


politics or women 


This Is It . . Now he is ready to 
help make a decision of importance 
to his company, and of equal im- 
portance to him as an individual. 
For what comes out of the joint ef- 
forts of John and his new agency 
can have a far reaching effect on 
his own personal progress. 


He has boiled the original list of 
agencies down to two or three 
any one of them, apparently, ca- 
pable of doing an adequate job for 
his company. He has done this by 
careful thinking, planning, reason- 
ing. By using his head. 

Now he lets his heart take over. 

He lets his impressions of the 
various account executives simmer 
inside of him at will. Each one is a 
skilled advertising man. Each one 
is backed by a competent agency. 

But with which man would John 
most enjoy working, day after day 
and year after year? Towards which 
man does he feel, instinctively, that 
combination of respect and warmth 
which is the basis for a productive 
working relationship? One of the 
men comes to the top of John’s 
mind, and stays there. 

John votes for that man and his 
agency. If necessary, he sticks his 
neck out and sells hard with his 
management group. 

For he knows that with this agen- 
cy he can develop the one basic, 
fundamental quality of all long- 
lasting and increasingly productive 
client-agency relationships: a close 
blending of professional ability and 
personal compatability. 


Well, We Can Dream... That's 
the way John Budgetwise hired an 
agency. Working closely together, 
he and his agency have done an 
outstanding job and enjoyed 
every day of it. Sales have grown. 
The budget has grown. And so has 
John. But he has one small regret: 
he isn’t as close to advertising mat- 
ters as he used to be. 

He’s sales manager now. 7 


S 


“Relax. They're still your words .. I'm 
just rearranging a few of them is all.” 
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that means 
More Marine Business 


for You! 





Congress Authorizes 


20 Navy MSTS Tankers 





re reasons 
why... 
1. Largest audited paid circula- 
tion in the field and the highest 
in Marine Engineering’s history 
— more than 8000 (January- 
June 1954). 
2. Largest paid coverage of 
naval architects. 
3. Reaches more seagoing chief 
Shipbuilding is looking up! These headlines and lots more like engineers. 
them, tell a story of renewed prosperity for an industry upon & Crestet reader confidence 
which America leans for her preservation. and interest, as expressed 
; ; : : through subscription renewals. 
It's news that means a greater marine market for 1955 for 
everything used in building and fitting out a new ship, from 5. Leads in pages of advertis- 
ae ae : : : : ing by 58%, first 8 months of 
basic essentials such as steel, to soap powder for the galley. 1954 


And it’s a quickly demonstrable fact that more men who buy 6. Pre-eminent in auxiliary 
or specify these myriad things subscribe for Marine Engineering sales services for advertisers — 
than any other magazine. Advertisers first began to appreciate Weekly Outlook Letter for busi- 
this fact nearly twenty years ago and have been testing it ever ness tips . . . Annual Directory 
since. That's why they buy more pages of advertising in Marine 
Engineering than they do in any other marine magazine — the 
favoring margin was 58 per cent for the first eight months of 
1954. 


of shipbuilders, ship operators, 
naval architects, etc. 


Is yours a product which is used (or should be used) in the 
great marine industry? If it is, you'll want to know how best 
to reach and influence that market. The new fact-file, “7955 
Market and Media Data” will give you all the details; write 
for your copy today. 


\ | 
30 Church Street * New York 7, N.Y 


Be 
CHICAGO * SAN ERANCISCO ® DALLAS 
LOS ANGELES * PORTLAND, OREGON 


ON 
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market 


One of the most scientific market research studies you can make in any field 
doesn’t cost you a cent. For the more you dig into an ABC report, the more 
you get out of it. If you know what the cold figures really mean in terms of 
markets and readership and the force of a publication, you can find a wealth 
of information there. 

Time was, when a publisher could claim big circulation... and didn’t have 
to prove it. No one saw his books . . . or even knew what he meant by net paid 
circulation. Before the Audit Bureau of Circulations existed there were no 
standards for measuring what you bought when you bought space. 

Now, with ABC, close to 2,700 member publishers open their books .. . 
and 65 ABC auditors comb them through to match facts and figures against 
rigid rulings. You have a uniform report on how much circulation ... and who 
...and how...and where ...and other facts that are an index to the circu- 
lation’s quality. 

Do you know how to dig all the nuggets out of these reports? To most ad- 
vertisers and agencies, ABC statements are basic tools; they tell tough, realistic 
tales about markets and media. To many, the technical details in small type 
may be a little obscure. But they are more informative than many a blazing 
headline, if you look into what they mean—to you. 

This is particularly true in business publications, where you buy specialized 
circulation, to meet specialized objectives. Here’s what the blue sheets tell you. 








THE ASSOCIATED BUSINESS 
PUBLICATIONS 2:22:51 new your, sv 


More than 2,470,000 subscribers are now paying over $9,847,000 a year to read ABP 
papers...and the number is growing steadily. You can be sure of active reader 
interest in papers worth that many millions to millions of readers. 

Founded 1906 For the full story write for the ABP folder: The Plus of Paid Circulation. 
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What you can get out of the ABC reports... 


1. What’s the NET PAID? 5. Any arrears? How are renewals? 


Total distribution is different from total net paid cir- 
culation . .. 80 ABC reports both. (For example, the 
copies advertisers receive free are subtracted to get 
the ‘net paid’’.) Then ABC breaks down the paid 
circulation into individual subscriptions and single 
copy sales . . . counts subs sold to companies and in 
bulk. All of it can be good circulation, but ABC feels 
you're entitled to decide that for yourself. 


2. Who subscribes to it? 


Some of the most important facts about markets are 
found in ABC’s ‘“‘business analysis” of business 
paper circulations. They show what field a paper 
serves and sells...how many firms of different 
types ... and often, titles and job levels, too. This 
is tremendously valuable research data for your own 
market planning and copy writing. 


3. Where’s the circulation? 


State by state across the country, and in foreign 
countries, ABC audits the number of subscribers. 
This you can match against your market potential 
and your own sales figures. 


4. What does the reader pay? 


That can mean a lot to you... and so can the way 
he pays. If the publication is paid for, you can be 
sure it’s doing a job for subscribers; if it’s worth 
their dough, chances are it’s worth yours. 


By ABC rule, publishers may extend expired sub- 
scriptions for three months, giving slowpokes or 
“‘arrears”’ a chance to send in their renewal checks. 
But the same ABC rule ensures a clear picture of 
paid and unpaid subs by insisting that the percentage 
of “arrears” be shown on the audit report. And you 
can check a publication’s continuing values by noting 
how many subscribers renew. 


6. What about editorial quality? 


There’s a lot to be learned about the impact of a 
business paper, its editorial direction and service-to- 
the-field, in ABC reports, for paid circulations have 
got to give subscribers enough vital help and in- 
formation to keep them reading . . . and buying. So, 
subscription analyses are a fine yardstick of reader- 
ship, too. And paid subs are one reason why ABC 
publications are likely to be leaders in their fields. 


7. There’s a long record to go by... 


Attempts at audited circulations go back many, 
many years. But not until the Audit Bureau was 
founded in 1913, with advertisers and agencies in 
the driver’s seat, were there industry regulations to 
depend on. In back files of ABC reports you can 
explore the growth or decline of a market or a 
publication .. . you can dig with profit to compare 
the growths (or weaknesses) of different publications, 
and see how stable they really are. 


All this provides a sound base for ad planning and media buying. 


ALL MEMBERS OF ABP ARE PAID CIRCULATION PAPERS...MEMBERS OF ABC 
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Drops home workshop items, concentrates on industrial market 


® pONT TRY to be all things to all 
men 

Taking his lead from far-sighted 
industrial distributors who have 
learned to limit and specialize, Bob 
Hamilton, president of The Dumore 
Co., Racine machine tool manufac- 
turer, has applied this venerable 
philosophy to his manufacturing op- 
The result, he says: fewer 
tooling problems, 


eration 
and lower cost 
narrowing of production difficulties, 
more concentrated sales activities 

and a proportionately higher net. 

Coming into the leadership of his 
organization a few years ago, Mr. 
Hamilton’s earliest act was to study 
the list of 250 distributors through 
whom his company has done the 
ulk of its business for more than 
40 years. He quickly found that 
the outstandingly successful opera- 
tors were those who had resisted 
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the temptation to carry everything 
and had wisely learned to concen- 
trate on specialized lines. 
Application of this lesson to Du- 
more’s operations showed that 15% 
of the company’s products were re- 
sponsible for 85° of its volume. 
Quickly the shift was made . . home 
workshop items were dropped or 
redesigned for industrial use 
industrial supplies rather than in- 
dustrial hardware became Dumore’s 
theme. 
Specialize . . Bob Hamilton’s 
unique philosphical approach to the 
problems of industrial supply is the 
key te Dumore’s operation. “Spe- 
cialize in the field you know best,” 
he advises, “but offer your customers 
the widest possible choice within 
that field. Don’t try to ram down 
anyone’s throat your own concept 


of what your product line should 
be; once you've narrowed your 
range of product activity, let the 
customer tell you what he wants 
and needs within the field.” 
Through Klau-Van  Pietersom- 
Dunlap Associates, Milwaukee, Du- 
more carries on two distinctive busi- 
ness publication campaigns aimed 
at distributors and ultimate custom- 
ers. Full pages in Industrial Disiri- 
bution are directed at convincing 
the distributor that greater customer 
satisfaction and more volume are 
involved in handling Dumore prod- 
ucts. Specialized applications of the 
company’s line are discussed in color 
and black-and-white ads of varying 
sizes, in a schedule that includes: 
American Exporter, American 
Exporter Industrial, American Ma- 
Canadian Machinery & 
Manufacturing News, Conover-Mast 


chinist, 


Purchasing Directory, Design News, 
Industrial Equipment News, Ma- 
chine & Tool Blue Book, Mecanica 
Metal-Working, Mill & 
Factory, Modern Machine Shop, 
New Equipment Digest, Product 
& Development, Thomas’ 
Register of American Manufactur- 
ers, Tool Engineer, Tooling & Pro- 
duction, Western Machinery & Steel 
World. 

In support of the company’s dis- 
tributor relations, all ads carry the 
line, “Ask your nearby industrial 


Popular, 


Design 


distributor for a demonstration.” 


For powerful grinding 
with a light touch... use 


Hand Grinders 


There's a DUMORE for every job 


% ~ x X 





S) THE DUMORE |.OCMPANY 
1300 Seventeenth Sree * Becine Wiscomun 


Offer Choice .. 
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How to cover a market 
from the inside 


Miller Freeman publications are specifically designed 
to get your message onto the inside track of 


@ @ the industries they serve. 


They do this by: 


@ Locating each journal’s staff in the central areas of their field of 
industry throughout the United States and Canada. 


Editing each journal in the field .. . with staff editors constantly 
contacting a wide range of industry personnel. 


Sates Mees ella fons eee 
ioc Editorially cultivating and achieving readership in depth among 
buying and specifying personnel. 


perl EY r Helping advertisers with a field-trained sales staff. 


a8 


These are progressive publications, living and growing with the industries 
they serve. They are produced by an alert, versatile organization that 
has published superior journals since 1902. 


If you sell in any of the fields covered by these journals, you can be 
sure of getting behind the scenes and reaching deep and effectively 
into these markets by using . . . 


ia 


WHITE BREAD 


gy PACTEIC 


Bb 8 LDS MILLER FREEMAN PUBLICATIONS 


3 ; Aq a, ; 


Pioneers of field-edited journals since 1902. 





NEW YORK * CHICAGO * SAN FRANCISCO « SEATTLE 
PORTLAND * LOS ANGELES » VANCOUVER (B.C.) * NEW ORLEANS 
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| GET INTO FACTORY 


mise 868i One group — The Plant Operating Group — 
‘2 is rated “most important in buying” in sur- 
vey after survey of buying influence. 





<n ) : on And one magazine— FACTORY — consist- 

— : . . . 

me Raca so ently rates first in readership in survey after 
METHODS survey of Plant Operating readership. 


It’s natural. FACTORY, alone, concentrates 
all its efforts on this one job of serving the 
Plant Operating Group. And more Plant 
Operating Men pay to read FACTORY than 


any other industrial magazine. 





/ MAINTENANCE 


SUPERINTENDENT That’s why industrial advertisers invest more 


of their dollars in FACTORY than any other 


monthly business publication. 


Are you counting on FACTORY for the job 
of making contact with the Plant Operating 


Group? 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 


App qp 


PLANT ENGINEER 





The Plant Operating Group 
T ; RI 


CHIEF ENGINEER 








Dumore narrows its line . . 


Says Mr. Hamilton: 
‘Too many 
compromising their distributors by 
exploiting their loyalties in an at- 


tempt to force them to handle prod- 


manutacturers are 


ucts with which they are unfamiliar. 
Expansion is a fine policy, and no 
one appreciates it more than your 
distributor 
your own framework.” 

This is the policy Dumore follows, 


but expand within 


and continued cordial, profitable re- 
lations with distributors proves its 


value. io 


Parker proves it pays to be 
different with o-ring campaign 


Triple-threat ads boost company to leadership in field 


® a SERIES of triple-threat ads has 
pulled Parker Appliance Co., Cleve- 
land, from behind to a leading posi- 
tion in the o-ring market. 

Despite natural disadvantages, 
Parker won increased recognition in 
the o-ring field, enthusiasm among 
distributors and high-quality in- 
quiries with its ads. 

Those 


nothing in the company’s name sug- 


disadvantages were that 
gested leadership in o-rings (syn- 
thetic rubber rings used for sealing 
mechanical 


purposes in various 


component parts), the company’s 
other products were valves and tube 
fittings little related to sealing, while 
one competitor made only o-rings 
and others made closely related 
products such as seals, gaskets and 
packings. 

The competitors had a head start 
in the comparatively new o-ring 
market, which developed during 
World War II. 

S. E. Voran, Parker advertising 
manager, and account executive 
Kenneth Ede, Fuller & Smith & 
Ross, Cleveland, Parker’s agency, 
huddled to decide what type of ad 
would cut this lead down. 

O-ring ads had been “marked 
with a sameness,” Mr. Voran said, 
“usually featuring an illustration of 
o-rings often some 
more or less artistic pattern.” 

“We decided to be different,” he 
said. 

The resulting ads showed actual 


arranged in 
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O-RINGS 


Leakproo} Seals... Simple to use 


WHEN TOU SPECIFY PARKER O-RINGS 


— 
\ 
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Ooomph . . 


new 


application of o-rings showed 
how and where o-rings are used. 
Headline and copy tying in with the 
illustration, emphasized the simpli- 
fied, leakproof, economical sealing 
provided by o-rings. 

The mechanical parts in the ads’ 
illustrations were in yellow and the 
o-rings were shown in contrasting 
black. This “perhaps helped to add 
quality,” Mr. Voran said. 

“A good, strong ‘Parker’ was used 
to assure proper identification,” he 
added. 

Individual ads in_ the 
showed o-ring application in an air- 


series 


prema 


craft shutoff valve, in a hydraulic 
pump, in an automobile power 
steering gear, in an aircraft fuel se- 
lector and in a hydraulic cylinder. 

A major element in each ad was 
a list of “authorized” Parker dis- 
tributors, which took up about one- 
third of the ad. 

The media list included Applied 
Hydraulics, Automotive Industries, 
Aviation Age, Aviation Week, 
Chemical Engineering, Design News, 
Factory, Machine Design, Mechan- 
ical Engineering, Oil & Gas Jour- 
nal, Product Engineering and Pur- 
chasing. 

At the end of the campaign last 
December, Parker took stock of re- 
sults. 

One result was that Parker ap- 
parently had become recognized as 
a leader in the o-ring field. Three 
recognition studies . . one by Park- 
er, one by Aviation Week and one 
by Iron Age.. 
“What 
come to mind when you think of 


asked the question: 


manufacturers or brands 


o-rings?” 

Combined results show 27.7% of 
the respondents named Parker first. 
The company in second place got a 
and 21 
other companies got scores ranging 
from 15.9% to .2%. 

Listing the distributors “made a 
big hit” with them, according to Mr. 
Voran. Evidence of this is shown 
in the fact that many distributors 
wrote Parker to be certain their ad- 
dresses were listed correctly. 

Copy in each ad ended with an 
offer of an o-ring catalog available 
from distributors or by writing to 
the company. 

“In view of the rather buried of- 
fer,’ Mr. Voran said, “the ads pro- 
duced a very satisfactory number 
of requests.” And many of the re- 
quests showed promise of producing 
substantial orders in the future aft- 
er distributors had followed them 
up, he said. 

One aim of the campaign was to 
educate prospective customers in 
the use of o-rings. In this the cam- 
paign apparently was successful. 

“From many different 
came statements that these ads were 
unusual, interesting, educational,” 
Mr. Voran said. “The most typical 
comment was: “Now, for the first 
time, I see where and how o-rings 
are used.’” e 


recognition score of 22.1%, 


sources 
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HASE Nationa! Bonk 








“Fired? I quit!” 








The CHASE National Bank 





New Look at Money Changing. . 


Banking dull? Not its sales 


story, as told by Chase 


Industry takes notice, orders 100,000 reprints of bank’s ads 


® IN A worRLD where banks are 
often looked upon as a bit stuffy, 
one bank and its bankers are con- 
ducting an advertising campaign 
that is colorful, warm and human. 

The bank is a commercial one 
largest of its kind in the nation, in 
terms of domestic deposits: The 
Chase National Bank of New York. 

The campaign is a selling one in 
that it lures business men to think 
for a moment about what they al- 
ready know: the importance of 
banking (and Chase) in making 
business and commerce operate 
smoothly and efficiently. 

The campaign is an institutional 
one in that it tells the same story 
to the public in simple and com- 
pelling fashion. 

And the campaign does an in- 
stitutional job for a score of indus- 
tries where Chase finds customers. 

The drive runs in both local and 
national media. 

Eighteen insertions of 1,750-line 
ads appear annually in the New 
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York Times, Herald Tribune, Jour- 
nal-American, World-Telegram & 
Sun, Wall Street Journal and Jour- 
nal of Commerce. The same ads 
appear, in full-page size, 13 inser- 
tions a year, in Business Week, 
Newsweek, Time and U. S. News 
& World Report. 

The upper two-thirds of each 
black-and-white ad is an unusual 
headline and an unusual illustration, 
ranging from a close-up of a shy- 
ing horse to a cartoon sketch of 
Dick Tracy and his two-way wrist 
radio. Head and copy lead relate 
the illustration to the selling mes- 
sage that follows. 

A typical ad, for example, fea- 
tured a photograph of a huge hal- 
loon . . a caricature of a mouse 
being towed down Broadway in one 
of Macy’s famous Thanksgiving Day 
parades. 

“Helping rubber from the ground 
up,” says the headline, and the copy 
goes on: “To get mighty mouse 
from Malaya to Broadway took 











Who lends an ear to electronics? 


CHASE 


_ ae 


Tracy, Too .. Even comic 


f 








jJetective 


serious message. 


some 1,500 man-hours plus the com- 
bined efforts of rubber growers, 
processors, designers, manufactur- 
ers, and . . bankers. 

“Why bankers? 

“Because the rubber industry 
whether it makes lead pencil eras- 
ers, tires for jet bombers or de luxe 
Thanksgiving balloons 
a source of ready money for almost 


requires 


every one of its countless opera- 
tions. 

“More specifically: A million dol- 
lar cargo of natural rubber tapped 
from trees in Malaya or Liberia 
Akron faster 
when a banker’s commercial letter 
of credit expedites its shipment.” 

Like every other ad in the series, 

86 


moves to factories 




















LOOK INTO THE 


Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry. will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 


PETROLEUM 
PROCESSING 





FUTURE-LOOK INTO PETROLEUM PROCESSING 


Bees SE it has demonstrated its 


ability to save time for readers and still 
keep them well informed, Petroleum 
Processing has gained a top spot in the 
reading habits of petroleum and petro- 
chemical processing men. 

Technical knowledge, as well as proc- 
esses and equipment, grows obsolete 
fast in petroleum processing. So the 
men who build and operate the high- 
speed, big volume processing units must 
have an efficient magazine like Petro- 
leum Processing: terse and timely .. . 
yet thorough. 

Petroleum Processing leads the field 
in this intensive coverage because it 
has the most experienced editorial staff. 
Its four top editors have all been with 
the publication since the first issue and 
have a combined experience of 71 years 
with the Platt petroleum publications. 
Their experience is indispensable in 
bringing to the reader all of the signifi- 
cant new developments in technology 


PETROLEUM 


and operating practices—stripped of 
non-essential wordage. Their experi- 
ence is essential in converting MeGraw- 
Hill's world-wide business publishing 
facilities into useful tools for petroleum 
processing men. It is also essential in 
training the younger men now being 
added to the staff. 

The thoroughness of technical cover- 
age may be apparent only to our tech- 
nical readers. but you don’t have to be 
a technologist to recognize the superior 
format, better layout, more easily read 
headlines and captions. When you com- 
pare editorial quality, don’t look for 
numbers of wordy pages filled with 
complicated formulas that belong in a 
textbook. Look to efficient 
reading and real comprehension of the 
information vital 
stories edited to save reading time. 

Petroleum Processing is designed and 
produced for fast, efficient communica- 
tions within a fast, efficient industry. 
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how to smoke out 


announcing a significant new service for 


Smoke ’em out? You bet! Nobody’s advertising’s perfect. 





chemical 


G, 
Every seller to industry just itches to measure his sales message’s fire in pri 
... to see how it stacks up against competition, 
test out new techniques and find a proven approach to higher reade w business. 
Now, for the first time in this big multi-billion dollar market-place, 
CHEMICAL ENGINEERING makes this service available to you. 
Starch Studies will begin in the January issue . . . of the one magazi 
whose very closeness to the chemical engineer’s buying power 


can mean more sales for you . . . in the production workbook 


bought and preferred by nearly 39,000 engineering-minded readers and Quy 





Why guess? Why not scuttle a lot of those nagging little doubts 
about elements to achieve greatest readership? Why not settle the uncertainties 
on relative values of color, size, position? 

And who’s a better judge than the reader on the merits of long or short copy, 


illustration techniques and headline handling? 


Here’s your opportunity to try out new ideas and appeals—find the approach 

best suited to your own product—know for sure just what chemical process plant operators 
think about your advertising. 

And you'll wind up with the evidence to show management 

just how hard your ads are working 


in this $59 billion producing, $43 billion-a-year spending market. 


There’s time enough to fit your 1955 plans to this new program—but not to spare. 
CHEMICAL ENGINEERING’s January forms close November 25th. 

Rates are low but the value to your sales effort is inestimable. 

To make sure your advertisements are among those studied, order now from... 

Daniel Starch & Staff, Boston Post Road & Beach Ave., Mamaroneck, N. Y. 


Or see your CE representative. 


Av CHEMICAL PROCESS INDUSTRI UL; ~~ 
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hugs wn your CPI selling 


process advertisers... the 1955 Starch Studies of Chemical Engineering 


_ane, you using these CPI sales aids ? 


READERSHIP COOK BOOK ... or how to write ad- 
vertisements that chemical engineers will read. It’s 
solid, practical “how-to”. . . headline, copy and illus- 
tration techniques, size, color . . . based on the Ad- 
vertising Research Foundation Study of CE. 


HOW TO BEEF UP RAW MATERIALS SALES: 
A 16-page booklet built around a brand-new study of 
chemical salesmen. Covers market size, selling meth- 
ods, buying influences—the chemical engineer’s role 
in purchasing—how to appeal to him in your ads. 


CE’s 1954-55 DATA DIGEST—A condensed, 4-page re- 
port. Latest data gives you a close-up of the market— 
breakdown of plants— production trends —spending 
plans—what the market buys. Plus media facts in a 
handy, file-folder package. 


TO GET YOUR COPIES .... call your CHEMICAL 
ENGINEERING man —or drop a note to CE’s Research 
Dept. It’s their job to solve CPI sales problems. Ask 
them to help size-up your own opportunities. 


engineering-minded production men read it... 


more advertisers invest more pages in it... 


fli 
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Chase isn’t dull. . 


it goes on to point out that all this 
adds up to more jobs, fair returns 
for investors and greater material 
progress for all people. 
Industries discussed since the 
series began in 1951 include rub- 
ber, textiles, packaging, electronics, 
agriculture, furniture, chemicals, 
electric power, machinery, railroad- 
ing, water supply. petroleum prod- 
ucts, lumber, leather and foods. One 
of the 


which appeared earlier this year, 


greatest attention getters, 
was an ad telling a story of bank- 
ing’s role in the electronics field. 
dominated by the 
Dick 
Tracy and his two-way wrist radio. 
Copy pointed out how banking had 


The ad was 


blown-up line drawing of 


helped make this comic strip fan- 
tasy of a few years ago a reality. 
A departure from the local aspect 


of the campaign took place this 


year when, with permission of De- 
troit banks, an ad addressed to the 
automobile industry ran in_ that 
city’s newspapers. 

Kenyon & Eckhardt, New York 
agency responsible for preparing 
and placing the campaign, reports 
that banks throughout the U.S. have 
sought and received permission to 
reprint individual ads in the series, 
over their own signatures. 


Brisk Reprint Business . . The 
agency estimates also that 100,000 
reprints of individual ads have been 
run off and distributed by compa- 
nies and trade associations, to help 
demonstrate the contribution their 
industries are making to America. 

A continuing readership study, 
undertaken by Week, 
among 1,500 Dun & Bradstreet sub- 
scribers, says K&E, has shown the 
Chase series to be constantly in the 


Business 


foreground for recognition of “lead- 
ership in promoting our free enter- 
prise system.” = 


‘One hit, one run, one error’ 


make winning promotion piece 


Brass & Copper Supply Co. uses baseball to pull out of tough spot 


® TYING IN WITH Baltimore’s new- 
found interest . . major league base- 
ball . . the Brass & Copper Supply 
Co. of that city has made use of a 
single, uncomplicated mailing piece 
to accomplish three simultaneous 
objectives: 

1. Promote its new catalog. 

2. Notify customers and prospects 
that the company had moved to a 
new warehouse. 

3. Rectify an omission in the cat- 
alog. 

More than 2,500 copies of the cat- 
alog had been distributed when it 
was discovered that a listing, con- 
taining 21 lines of tabular matter, 
had been omitted. 


A Real Problem.. Since a “much- 
called-for” item was involved, it 
was decided to prepare an “errata” 
slip that could be tipped-in the 
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catalogs at the proper page. These 
slips were to be trimmed to fit the 
page to the exact size the listings 
would have taken, and gummed at 
the upper edge so they could be 
easily inserted without obscuring 
the items listed underneath. 

To place these “errata” slips in 
the undistributed catalogs was no 
great problem, although it would 
be a tedious and time consuming 
job for someone, as 3,600 books had 
been printed. However, there was 
a real problem in devising a way to 
get the 2,500 catalog holders to 


make this correction. Experience 
shows that it is difficult to per- 
suade a person to go to this trouble 

particularly when he is asked 
to rectify an error for which he is 


not responsible. 


Inertia Anticipated . . During 


this time, Brass & Copper Supply 
Co. had purchased a larger ware- 
house, sold the old quarters, and 
moved to the new building. This 
move had been publicized in busi- 
ness publications and by a semi- 
formal announcement mailed to all 
customers and_ prospects. There 
again customer intertia was antici- 
pated, so a follow-up post card on 
the change of address announce- 
ment was planned. Then the prob- 
lem of correcting the catalogs reared 
its ugly head. 

How, with the least effort, could 
the catalog holders be persuaded to 
make these three changes cata- 
log cover address, title page address 
and phone number, and the omitted 
listing? The company, faced with 
the innumerable and _ unexpected 
problems of vacating the old and 
remodeling the new warehouse, 
tossed the several problems square- 
ly into the lap of its advertising 
agency, Reast & Connolly, Newark. 


Keep It Light . . As this was an 
unscheduled item on a rather lim- 
ited budget, and involved a more- 
than-usual degree of persuasion, it 
was felt that a light, semi-humor- 
ous approach would be the most 
effective. As a considerable part of 
the firm’s business was local, it was 
decided to peg the “please-do-this- 
for-us” appeal on the current in- 
terest of most Baltimorians in base- 
ball, particularly with their new 
American League entry, the Orioles. 


A Sure Winner... The result was 
an 85x11” self mailer, illustrated 
with humorous line drawings of 
baseball characters. Tying the whole 
piece together was the phrase “One 
Hit . . One Run . .. One Error 
with a plug for the recent catalog, 
a follow-up on the recent moving, 
and a request to correct the cata- 
log with the attached stickers. 
Each of these sections took up one 
fold. The omitted gummed listing 
was printed on the reverse side of 
the bottom fold, and could be de- 
tached on a perforated line. On the 
other side of this fold was a short 
explanation of the catalog error, 
and a request for the receiver to 
make the corrections in his catalog. 
Tipped-in below this were two 
gummed stickers for correcting the 
catalog cover and title page. Ld 











ANNUAL REPORT 


to Manufacturers who sell to the Metalworking Industry 


User Study ou 


HITCHCOCK’S Machine and Tool DIRECTORY 


Based on letters sent to 5,000 recipients, or approximately 
every sixth name on the Directory mailing list 


RESPONSE: 
’ OA | reported that they used the 1954 Machine and 
Machine cud of /0 tect pirectry. 
9 


5°/, reported the tables were clear and helpful. 


BLUR ROOK 1°/, said no 
4°/, did not indicate 
1954 DIRECTORY reported they purchased items listed in the 1954 
: 4 (Q) MACHINE and TOOL DIRECTORY 
(A similar study last year revealed that 72% 
purchased products listed in the 1953 Directory ) 


A HITCHCOCK PUBLICATION 
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indicated they DO NOT USE any other Direc- 
aU /Q tory except MACHINE and TOOL DIRECTORY 


17.6°/. «Iso use Thomas Register 


9.1°/. also use Sweet's Catalog 
6.9°/, also use MacRae’s Blue Book 


A NEW HIGH IN 6.0°/, also use Conover-Mast Purchasing Directory 


Advertising Volume 19.3°/. indicated they used “other” and “miscella- 
neous’ directories. 
602 Advertisers 


bought 562 pages A Proven Sales Producer! 


iw the HITCHCOCK'S 1955 MACHINE and TOOL DIRECTORY 
19 4 Di should be the backbone of your selling job to the huge : 
irectory metalworking industry. Be sure to include it on your Write for 


: ; 19 , 
a 21% gain over 1953 Directory oe dau 
This is the only complete and handy buying directory 24 
-page 


issued for the metalworking industry. It is the one source 


i ontiaiiettneintehenninantl 
1955 DIRECTORY of buying information that metalworking men always Data File 
keep on hand. And, it sells for you all year because it based on 


Now in preparation: is used all year... as proved by survey among Directory NIAA Outline 


users as tabulated above. \ 
Distributed Dec. 15 Put the 1955 Directory on your schedule Closing date Nov. 10. 
Closing Date Nov. 10 


‘Dovtoron 28,500 Machine and Tool BLUE BOOK 


HITCHCOCK PUBLISHING COMPANY @ WHEATON, ILLINOIS 





No Typewriters? . . 15) 


IBM scuttles ‘hard sell’ 
in ads .. they excite salesmen 


Cover story: illustrations omit product, stress end result 


® LITERATURE developed strictly as 
a sales presentation has been con- 
verted into a successful business 
publication and news magazine 
campaign for an electric typewriter 
of International Business Machines 
Corp., New York. 

The literature was designed to 
convey the feeling of richness and 
quality to the machine, a new model 
called the Typewriter. 
The piece of literature itself has a 
sales kit feeling to it to help the 


Executive 


salesmen tell their sales story as 
they turn the pages in front of the 
prospect. 

Management and the sales force 
found the literature effective; so the 
advertising department .studied the 
possibilities of converting it into an 
advertising campaign. IBM admen 
and the company’s agency, Cecil & 
Presbrey, discussed the possibilities 
with management and selected field 
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representatives. They decided to 
start the campaign, of which the 
ads above are a part. 

J. T. Carty, advertising manager, 
Electric Typewriter Div., offers the 
following reasons for the pattern of 


the ads: 


“1. We felt that the prospective 
user of the Executive Typewriter 
is more concerned with the quality 
of letters it produces than the ap- 
pearance of the typewriter itself. 
Therefore, it 


showing the typewriter was un- 


seemed to us that 


necessary. 


“2. Even though the appearance 
of the letter was more important 
than the appearance of the type- 
writer, it was our feeling that the 
impact of an Executive-written let- 
ter is greatest when it crosses a 
man’s desk and is personally di- 
rected to him. Merely reproducing 


the letter in the advertisement 
tends to give the ad a_ pedestrian 
look of ordinary typewriter adver- 
tising, even though the type face 
itself is unique and attractive. 


“3. Besides, most executives are 
interested in the net result of their 
letters as opposed to their appear- 
ance and the make of typewriter on 
which they were typed. Business 
men write letters in an attempt to 
open doors, to sell their merchan- 
dise, to influence people, to create 
a good impression, to penetrate 
men’s minds, to prompt favorable 
action. We resolved to head up our 
ads with a simple headline that 
represented the ‘net result’ desired 
when a man writes a letter. Since 
a picture of the typewriter and a 
sample of the type was considered 
unnecessary, the road was clear for 
an unusual, dramatic campaign.” 


Art Director Ed Jaccoma of Cecil 
& Presbrey interviewed artists for 
the campaign and selected Peter 
Mehlich, consultant-art director 
who had collaborated on the origi- 
nal literature. 

The ad headed, “It Opens Doors” 
(see cover) is a composite photo- 
graph. The man and the desk were 
shot separately from the second part 
of the composite, the door and 
doorway. The same art is used in 
a mail campaign to executive pros- 
pects and in a sales promotion pack- 
age merchandising the campaign to 
189 IBM district managers. 


Who Closes? .. Said Mr. Carty: 
“We review advertising 
campaign with the salesman in 
mind. We do not think advertising 
closes orders; we know it takes 
red-blooded salesmen at the firing 
line to do that. Our advertising is 
designed to interest the prospect, to 
arouse his curiosity, and to put him 
in a receptive mood for our sales- 
man’s call. Our philosophy of ad- 
vertising and selling is to reduce 
every campaign to the local level 
so that our branch offices and sales- 
men can use and profit from our 
advertising instead of just looking 


every 


at it in magazines. 

“In developing the ‘It Opens 
Doors’ technique, we knew we 
were violating the ‘hard sell’ and 
‘stick in a coupon’ theory of ad- 

Continued on page 90 











How toturn Advertising 
into Marketing 


There are two ways to approach an advertising 


problem, as we see it. 
One is to look at it as an advertising problem. 


The other is to assume that basically there isn’t 
any such thing as an advertising problem—only 
marketing problems, some of which can be solved 


by advertising. 


We believe in the marketing approach to adver- 
tising. In simplest terms, we want to know where we 
are going. Or more specifically, we want to know 


where our clients want to go. 


We believe that sales (the ultimate goal) depend 
on an integrated marketing program, of which adver- 
tising is only one, although a very important, element. 
Others are sales organization and training, pricing 
and profitability, distribution channels, potentials, 


and so on. 


Advertising, to have a full chance to succeed, must 
be related to these other elements. Good advertising 
must always be based on marketing facts and market- 


ing objectives. 


This approach is so simple and so basic that some- 
times it seems hardly. worth so much underlining. But 
we defy anyone to sit down and write really suc- 
cessful advertising without knowing what it’s sup- 
posed to do. 

Is it supposed to overcome price resistance? 

Is it supposed to establish the advertiser’s tech- 
nical competence in a technical field? 

Is it supposed to identify the advertiser and his 
dealers as good people to do business with? 

Is it supposed to attract better dealers to the 
advertiser’s product? 

In short, we want to know what and where we 
should apply our creative abilities to help our clients 
reach their marketing objectives. 

We want the facts, first. Advertising comes after- 
ward and it’s better advertising because it’s based 


on facts. 


We contend that our marketing approach produces 


successful advertising for any product. 


What we don’t know about a specific product, we 


can find out quickly. 


What we do know about selling, about selling 
appeals, about integrated advertising programs at all 
levels of durable goods selling, has convinced us that 
the principle of creating good advertising is 


unchanging: 


Know what you are trying to accomplish. 


areteller 
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IBM cover story .. 


jins on p. 88 


vertising. However, we feel that 
readers, like 
shrink in their seats when the com- 


movie-goers who 


ing attractions come on the screen, 
have subconsciously fortified them- 
selves against ads that climb on a 
soap box and shout and scream in 
an attempt to capture their atten- 
tion. We feel that it’s good business 
to do the unusual in advertising . 

not just for the sake of being differ- 


ent but because we think this type 
of campaign has the power to woo 
the reader more effectively than 
‘hard sell’ ads. 

‘We suspect that 
been insulating themselves against 
‘hard sell’ ads and have developed 
the habit of quickly turning the 
pages of magazines to reach the 
editorial section without delay.” 

Ads have appeared in Business 
Week, Fortune, Newsweek, Time 
and U.S. News & World Report. The 


campaign is to continue in 1955. & 


readers have 





The hat trick .. magic way 


to know your customers better 


By Roy Parmenter 


® OLDER AND WISER men than I have 
been telling industrial copywriters 
to stop staring out the window ever 
since Caples was a cub. They tell 
us to tear ourselves out of our 
chairs, pick up our hats, and walk 
out and talk to people who buy or 
sell what we're trying to sell. 

That's the trick . . the hat trick. 
But, the real trick is to know where 
to go and what to do after you have 
your hat on and are standing out in 
front of the building. 

So, let’s start there. You've left 
your office. The fresher air feels 
You flex your Underwood- 
Where now? What 


good. 
worn fingers. 
now? 

Well, you could go talk to people 
who buy your products. That makes 
sense. But, so do dealers, jobbers, 
wholesalers. 

You aren't out to make a formal 
market survey. The important thing 
that’s can't be 
charted. interviews 


going to happen 


During these 


you're going to receive subcon- 
scious proddings which later, sort 
of magically, transform themselves 
into selling ideas! Yet, you should 


plan your calls carefully so that 
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you aren't obviously talking to the 
wrong people. 

Okay? Next, remember that you 
are not going to talk about adver- 
Advertising is merely the 
train that carries the information 


tising. 


to its destination. You're out to find 
out how and what to load on the 
train. Corny metaphor, but you get 
the idea. 

As soon as you walk into your 
man’s office, tell him who you are 
and where you're from. Make crys- 
tal clear the fact that you aren't 
Repeat that. 
You're an advertising writer (don’t 
say copywriter or he'll try to hire 
You're 
trying to do a better job of writing 


selling anything. 


you to get him a patent.) 


ads that make more sense to more 
people. 

Erase from your mind everything 
you already know about your prod- 
ucts. Play the green guy who is 
just trying to figure out what it’s 
all about. You’re visiting, without 
an organized questionnaire 

What's the man on the o-her side 
of the desk going to be like? Four 
common types are: 


1. Testimonial Ted. No matter 


how clearly you state your Case, 
Ted thinks you want a testimonial. 
He tells you that he loves the prod- 
uct, could hardly enjoy an abundant 
life without it. 

2. Engineer Ernie. He fills his 
pipe, tamps it, puffs on it. He has a 
deadly stare. He ain’t talkin’ much. 
When he does, it’s super-technical 
double-talk. 

3. Paper-Shuffling Paul. He’s an 
oh-so-busy executive. The papers 
on his desk fairly fly while you’re 
trying to get the message from him. 
He does get a lot of phone calls. 

4. Surly Sam. Luckily for you, 
Sam is a rare type. He wants to 
know what’s in it for him, why he 
should pass out trade secrets to you. 


They Love to Tell . . Be prepared 
for all of these types. But, remem- 
ber, that each of them like all 
human beings actually loves to 
tell you what he knows. The trick 
is in breaking down the first de- 
fenses. With a little experience, you 
can handle any of them. 

How do you ask questions? One 
variation that works is to ask sim- 
ple, often naive questions based on 
hunches just to get your man 
talking. While he talks, try probing 
for real reasons that lie just below 
the surface. Don’t ever try to im- 
press your man with how much you 
know. Make mental notes of the 
discussion, then write them down 
when you get outside. 

Now you're back in the office. 
Make a complete report of each in- 
terview right away. This is not only 
for your own amusement; it will 
come in handy later. While you're 
writing your report, ask yourself 
questions. Why did he say that? 
Did he really mean it? How does it 
fit in? What does it mean in terms 
of the products I’m writing about? 

It's nice and warm up there in 
the ivory tower. But, you're going 
to find that it’s even more fun down 
on the ground! And, after you've 
been out and about for a while, 
you're going to find yourself fired- 
up with so many new ideas that 
youll hardly be able to get them 
down on paper fast enough! 

Best of all, you'll begin enjoying 
the satisfaction of knowing that 
your copy rings true. It’s based on 
fact, not fancy. Here’s your hat 
good luck! 
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MARKET DATA ON THE 
OIL REFINING INDUSTRY 


SUBJECT: 
Petrochemicals 


The business of petrochemicals is advancing daily in scope. From 
the raw material of petroleum, chemicals are extracted and manu- 
factured to form the basis for products that range from cosmeti<s 


to fertilizers. 


Petroleum is providing the chemical industry with more and 
more of the inorganic and organic chemicals. These, in turn, are 
being utilized in products for the home as well as industry. 














WHAT ARE PETROCHEMICALS? 


Crude oil and natural gas enter a refinery to be proc- 
essed. These processes are called cracking, polymeriza- 
tion, fractionation, extraction, and others. As a result 
of these processes, primary chemicals are derived which 
form the basis for many useful and important end 
products. The total number of possibilities of chemicals 
derived from petroleum is enormous. Some of the most 
important chemicals can be found under the headings 
of ethylene, propane, propylene, butane, butene, buta- 
diene, heavier hydrocarbons, benzene, naphthenic acids, 
cresylic acids, carbon black, sulfonates and sulfur. 


These chemicals are sent to the manufacturer where 
they are used to make products in everyday use. A 
partial list would include 


Paint + Textiles + Pharmaceuticals + Detergents + Utensils 
Waxes + Aromatics + Cosmetics + Soaps + Clothing 
Insecticides + Cellophane + Plastics + Resins and Solvents 


SCOPE OF THE MARKET 


Although rapid growth came as a result of war emer- 
gencies, the petrochemical industry is now firmly 
established. Its growth has been one of the most amaz- 
ing stories in our industrial history. About 70% of 
all organic chemicals made in the U. S. today are 
based on petroleum. Technical and engineering science 
is steadily discovering new by-products, and the in- 
dustry is creating new markets for them. It is estimated 
that by 1967 about $7.5 billion will be invested in 
petrochemicals. The annual output will be over 50 
billion pounds of chemicals. The annual production 
of synthetic rubber alone is now valued at more than 
$250 million. 


Location. Distribution of U. S. refining and petro- 
chemical capacity by areas: (1) Texas-Louisiana Gulf 
Coast, 30.8%; (2) Middle West, 19.7%; (3) Atlantic 
Seaboard, 17. 3%: (4) West Coast, 14.9%: (5) Mid- 
Continent Area, 13.9%; (6) Rocky Mountain Area, 
3.4%. Principal foreign oil refining areas are Canada, 
South America, Europe, Middle East, Africa and 
Australia. 











EQUIPMENT USED 


Hundreds of kinds of equipment and supplies are 
needed in refinery operations. Because of 24-hour op- 
eration, high temperatures, pressures and corrosion, 
equipment is constantly wearing out. Continuous re- 
placement and maintenance is necessary. New equip- 
ment is being bought as extra process units are added, 
or as old ones are being expanded. Rate of obsolescence 
is roughly four times faster than the average in other 
industries. Here's a partial list of key equipment 
classifications: 

Absorbers Electrical Equipment Mixers 

Boilers Fabricators Piping 

Buildings Fans Pumps 

Centrifuges Filters Reaction Equipment 
Compressors Fittings | Separators 

Concrete Foundations Structural Steel 
Condensers Furnaces anks 

Controllers Heaters Tools, All Kinds 
Coolers Heat Exchangers owers 
Drives Instruments Tubes, Tubing 
Drums Insulation Valves 


ANNUAL EXPENDITURES 


The Refining-Petrochemical-Natural Gasoline Indus- 
try represents a $1.9 billion annual market. More 
than $1.6 million per day is spent for replacement 
and maintenance alone. Of this sum, average yearly 
expenditures on valves are estimated at $27 million; 
pumps and compressors, $47 million; instruments, $8 
million; laboratory supplies, $7 million; and so on... 


SALES APPROACH TO THIS MARKET 


In a typical refinery, 34 or more men may have 
buying influence. Reaching these men (beyond the 
barred gates and armed guards) requires considerable 
pre-selling. The purchasing pattern is sometimes com- 
plex and hard to trace. To do an effective advertising 
job to the industry, your sales message must reach 
all buying influences. More oil refining men of both 
direct and indirect buying power pay to read PETRO- 
LEUM REFINER than any other oil publication. 
PETROLEUM REFINER has 14.800 paid subscribers. 


PETROLEUM REFINER’S 1954 Petrochemical Issue to be published 


in December. Make your space reservations now. 


FIRST Chotce of OCrilmen.... 


GULF PUBLISHING COMPANY 


eecializged PEROUUM Piblications 


Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 


Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2550 


Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 


SO[lj 92U010j0y JDIAISMPU] 4NOA 404 


jorimayr0.50g 
ONINISIY 110 


























THEY BUILD, THEY REPAIR, THEY MAINTAIN —and, to do so last year, food plants 
bought $28,236,000 worth of metal sheet and bar stock, $8,692,000 worth of paints, 
$2,872,000 worth of welding and cutting equipment, and—well, there's an idea of 
market size. And food plants buy almost everything. Ask us for figures on your product. 


_.. get your teeth into this market 


You’re running a candy factory. You’ve just 
poured out a slab of that crunchy peanut-cara- 
mel stuff as long as your front sidewalk and 
about as wide. To cut it down to ten-cent size, 
you can seize a butcher knife and struggle 
against time as the slab cools board-hard. Or, 
visualizing the 48-foot slab as just so much ply- 
wood, you can buy a portable power saw, and... 


* * * 
... and, as we’ve been saying, food plants buy 
almost everything. But the $7,285,000 they 
spent last year for hand and power tools wasn’t 
all for fudge-cutting. Like all manufacturers, 
food plants build and repair and maintain. They 
buy what all manufacturers buy. They buy 
more than most —spending 20 billion dollars a 
year. (For a few sample millions, see photos.) 


What’s your product? Pipe and tube or paper 
towels? Refrigerants or roofing? Bearings? 


Boxes? Name it. They buy it. And they buy 
more each year. For food manufacturing must 
grow as the population grows. And it’s growing 
—nearly 3 million more mouths a year! 


* * * 


Our research department has a lot of market 
figures — mostly nice and fresh —on many prod- 
ucts. Probably yours. We’ll be happy to go over 
them with you, if you don’t mind an occasional 
aside, sotto voce, such as: FOOD ENGINEERING 
has the most subscribers. Or, the men who buy 
vote FE tops in every industry-wide readership 
poll. Or, FE carries far more advertising than 
other food-industry-wide magazines. Or, many 
advertisers who want inquiries say FE out- 
pulls all the others. 


Check into the food industry. You’ll find a good, 
big market ... and.a first-rate magazine to 
bring you the benefits of good advertising. 


food’s hot ... one of your 


hottest industrial markets 


® ® 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


READ BY THE MEN WHO BUY THE PRODUCTS TO RUN THE PLANTS THAT FEED THE WORLD 
Plants producing Baked Goods © Beer, Wine * Milk, Milk Products * Meat, Fish, Poultry © Processed Fruits, Vegetables * Grain Products * Confections * Sugar * Soft Drinks © and all other Processed Foods 
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Why and how my company 


It tells our story to more prospects . . faster . . at less cost 


By William J. Carroll jent ° 


Rockwood’s president doesn’t need to be 
sold on industrial advertising, but he de- 
mands . . and gets . . much from it. An 
executive who rose from advertising man- 
ager to president, he once organized an 
advertising department for a company that 
had done no advertising the Game- 
well Co., parent company of Rockwell. . 
both substantial advertisers today. 





® WHY SHOULD you use industrial 
advertising? 

If you are bringing out a new 
product, you want to tell about it 
to as many possible prospects as 
quickly as possible. 

If you are selling an established 
product, you want to tell possible 
prospects how it will benefit them. 

If you have a product which is 
used up, and you have a repeat 
business, you want to remind the 
customer. 

Possibly you provide an engi- 
neering service as well as a product 
that you want your customers to 
know about. 

Prompt delivery through a dis- 
tributor set-up may be an impor- 
tant factor. These are only some of 
the tasks you want to accomplish. 
Doing these things by personal sell- 
ing is a slow job. These are essen- 
tially educational jobs. 

Education is usually most effec- 
tively done by advertising. You can 
reach more people at less cost. You 
can tell a more complete story. You 
can reach prospects whom you do 
not know are prospects. If your 
prospects need to be educated to 
the value of your products, you can 
use advertising in some form. 

But there are many nationally 
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known, financially successful manu- 
facturers of industrial equipment 
which rose to prominence many 
years ago virtually without adver- 
tising. Why? What is the differ- 
ence between industrial advertising 
now and 40 years ago? 

In the first place, industrial buy- 
ers are more susceptible to adver- 
tising now than they were then. 
They have been educated to act on 
advertising. You have publications 
available today that reach special- 
ized groups of buyers that you did 
not have then. The reading content 
of the publications has improved 
terrifically. General education has 
increased the number of readers. If 
you are to tell your story to the 
greatest number of prospects 
most often, in the quickest possible 
time, and at the least cost per read- 
er .. you have to consider industrial 
advertising as an integral part of 
your promotion effort. 


Good Fit? . . How does the indus- 
trial advertising department fit into 
the organization plan? 

Advertising is part of the team 
that includes intelligent personal 
selling, forward-looking research 
and development, competent engi- 
neering, economical, efficient manu- 
facturing, long-range purchasing 
policies, accurate cost accounting 
and sound financing. 

The 


tising depends on the skill with 


success of industrial adver- 


which the advertising department 
works with each of these depart- 
ments. 

Let’s look first at cooperation with 


the sales department: 
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Salesmen Like Catalogs . . Based 
on my experience, I would say that 
the form of advertising that appeals 
most to the salesman of industrial 
products is the data sheet, catalog 
or bulletin. The longer the line of 
products, the more the salesman ap- 
preciates such help. The salesman 
wants such bulletins, because he 
can use them daily in making sales. 
Unfortunately, we frequently over- 
look this prosaic form of advertis- 
ing, so I would say that if you want 
to establish yourselves with your 
sales force, don’t neglect the data 
sheets or bulletins or whatever you 
call this material in your organiza- 


tion. 





Mr. Carroll . . “We approve an ad 


mucn as it is submitted ES av 


rt a ver again. We 1 not carve 


If you want to spend advertising 
money in a way that will get you 
definite tangible returns, don’t neg- 
lect direct mail. Next to the data 
sheets, the salesman likes direct 
mail, and the top management likes 
it, too, because they can see definite 
tangible inquiries that can be fol- 
lowed until a certain number of the 
inquiries are changed into custom- 
ers. You need a good list, you: will 
need well-written and well-printed 
literature, and the cost for each in- 
dividual message is higher than 
publication advertising. 

If you are using publication ad- 
vertising, obviously you make cer- 
tain that reprints of all advertise- 








so 


Pie wakes SES, ee. 





ments are sent to the individual 
salesmen. 

Handling inquiries is a fruitful 
source of cooperation, or lack of co- 
operation, with the sales force. You 
are bound to have a certain number 
of inquiries that are not prospects 
for orders. 

On the other hand, you can get 
frequent complaints from legitimate 
prospects that their inquiries were 
virtually ignored. We try to send 
a catalog with a letter promptly on 
receipt of the inquiry. In the letter 
we advise the address of the nearest 
sales office and send a copy to the 
sales office involved. We later fol- 
low this up with another letter, ask- 


How to muzzle a vicious fire hazard 


ROCKWOOD SPRINKLER COMPANY 


.F 


call to the inquirer. 


Don’t Forget Researchers .. 
Close contact with the research and 
development department is impor- 
tant because their work today may 
be your work tomorrow. If you 
know reasonably well what the en- 
gineering, manufacturing, and pur- 
chasing departments are thinking 
and doing, it helps to make adver- 
tising an integral part of the team. 
You will necessarily have contact 
with the accounting and financial 
departments, because they tell you 
how close you are to budget fig- 
ures, and now and then you may 
raise your voice in not too gentle 


ROCKWOOD SPRINKLER COMPANY 


Idea Must Be Clear . . ‘It's hard to kee; 
But the time to do your correcting is in the thirlk 


mental idea is thought 


ing if the prospect received the 
booklet. 

Weeding out the inquiries which 
are not potential prospects is not a 
simple matter. You cannot afford 
to have the salesman spending his 
time following barren inquiries. 
Neither do you want to neglect a 
potential prospect even though he 
may be a prospect in the somewhat 
distant future. 7 

About the best you can do is to 
check the inquiry against Dun’s and 
let the salesman decide if he can 
make personal contact effectively, 
or whether he should use the tele- 
phone to determine whether it 
should be followed by a_ personal 


ut clearly, the ad emerges cl 


protest if some charges are made 
against the advertising budget 
which don’t belong there. 

What can advertising do faster 
and cheaper than personal selling? 
As an example, let’s look at one of 
our product lines at Rockwood. 

We have four main divisions in 
our business: (1) fixed piping in- 
stallations of fire protection, (2) 
portable fire-fighting equipment, 
(3) pipe unions and ball valves and 
(4) pressed metal products and 
custom pressed metal work. 


Selling Alone Won't Sell . . We 


have a problem in selling ball 


valves. 


In our work on Waterfog for the 
Navy during the war we developed 
a shut-off that gave us amazing 
service. After the war we devel- 
oped this into a ball valve that was 
quick-opening, that provided a full 
round flow and that had the mini- 
mum of friction loss. It cost more 
than the valves which were used 
and in the beginning it was used in 
situations where previous devices 
were unsatisfactory. The valves 
were put into service, gave an out- 
standing performance and we used 
the case histories with compelling 
effect in our advertising. If we were 
dependent on personal selling alone, 
we would have been years in get- 


How Much? .. 


1 new product 


ting acceptance and orders. 

All of us at Rockwood are con- 
scious that in industrial advertising 
we have several aims: (1) to do 
educational work that creates an 
interest that results either in sales 
or acceptance of our products, (2) 
to build the prestige of Rockwood 
and (3) to leave a thought about 
the company that the reader retains 
even though he takes no definite 
action at the time. 


Seek Siales Idea . . We know that 
in industrial advertising we can ex- 
pect only a small fraction of the 
readers to take action. We cannot 
expect to get the results we seek in 
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Don’t Misuse Black Pencils . . 


maii-order advertising. I urge you 
to seek diligently for a basic sales 
idea that the reader can be expected 
to retain and to use this basic idea 
in all your advertising. 

We use reprints of our Fortune 
advertising to send as direct mail 
pieces to a mailing list of some 20,- 
000 people, enclose post cards for 
inquiries, and as we expected, we 
receive more inquiries from this 
source than through the publication 
advertisements 

We have found motion pictures 
valuable in introducing new prod- 
ucts, especially where it is necessary 
to show what the product does 
in our case extinguish fire. You 
cannot have demonstration fires all 
over the country it’s too expen- 
sive for one thing and also too dif- 
ficult. We have found, however, 
that any film has a definite life and 
frequently, it is shorter than you 
would expect. When the novelty 
wears off, the men stop using them. 
They forget that what is an old 
story to them, is new to their pros- 


pect. 


How to Approve an Ad .. Maybe 
you'll be interested in the point of 
view of an advertising man who fell 
from grace and became a president. 
I mean especially his attitude to- 
wards advertising that is submitted 
for approval. 

It’s a hard job to keep your hands 
off and leave the big black pencil 
lying on the desk. 

But, first, you have to assume 
that the advertising has been pre- 
pared by people who are technically 
competent. Then, you have to be- 
lieve that the actual copy in an ad- 
vertisement is better if it is the ex- 
pression of a_ single individual. 
Third, you should have a strong, 
dominant central idea. 

I think that Franz Steiner, our 
advertising manager, and the James 
Thomas Chirurg Agency will tell 
you that either we approve an ad- 
vertisement very much as it is sub- 
mitted, excepting of course any 
technical changes necessary, or we 
decide that the fundamental idea is 
not the best available, or is not told 
in the best manner, in which case 
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In Writing? .. 


we start all over again and do not 
try to carve up the advertising that 
is submitted. 

The time to do your correcting is 
in the thinking before the ad is 
written. If the fundamental idea is 
thought out clearly, the resultant 
advertisement or printed piece usu- 
ally emerges clearly. Incidental- 
ly, I don’t turn down many pieces, 
and I don’t think we have any so- 
called “board of directors’ copy.” 
You know the stuff. The advertis- 
ing manager or the agency has 
been regularly harassed by an in- 
dividual in authority who feels that 
he must exert his authority on 
every piece of advertising sub- 
mitted. 


Don’t Write for the Boss . . What 
happens? 

The advertising man or the copy- 
writer sits down, analyzes the 
changes that are made and then 
produces advertising that will get 
approval, instead of advertising that 
will get sales. That’s bad! 

When I look at any type of in- 
dustrial advertising, I like to ask 
myself who writes it, who reads it, 
who pays for it. 

When I ask who writes it, I am 
not thinking of the individual copy- 
writer. I am asking, has the cus- 
tomer written it, or has a manu- 
facturer written it. There is an in- 
teresting story from the customer’s 
viewpoint in any industrial prod- 





uct. Basically, it has to be the 
use to which he can put it. Some- 
times that is best shown by how 
others have used it sometimes 
it is shown by digging out the rea- 
son why it was first made. You 
can be certain of one thing: It is 
not easy to find the strongest appeal 
from the customer’s standpoint 
That’s when you have to do your 
mental sweating. That's when you 
cannot be content with superficial 


cleverness. 


Who Reads It? .. After all the 
number of people who directly, or 
indirectly, affect the sale of indus- 
trial products is relatively limited. 
If you are to get a return from 
your advertising dollar, you would 
like to have 100° of your advertis- 
ing read by potential purchasers. 
That, of course, is impossible, but 
the closer you come to that, the 
more economical your expenditure. 
This is the field where the ad- 
vertising agency can be of real 
help. Tremendous advance has 
been made in giving you a clearer 
picture of the type of reader. 


Who Pays for It? .. There is only 
one justification for industrial ad- 
vertising and that is that it makes 
sales, either today or tomorrow. 

I have never found a completely 
satisfactory yardstick for money 
spent in publications. The most 
obvious yardstick is a comparison 
of orders received. If you are ad- 
vertising specific products, it is 
somewhat easier to make that com- 
parison. You can compare the re- 
sults for these specific products with 
your general results. 

The results from direct mail can 
be rather definitely measured. 
That’s one of the reasons why top 
management likes direct mail. 

If, however, your direct mail is 
going to customers where your 
salesmen are calling regularly, not 
all the advantages of direct mail 
will be apparent in the inquiries. 

In your nublication advertising, 
you can check the number of in- 
quiries, but in industrial advertis- 
ing, you are doomed to disappoint- 
ment, if you expect tco many in- 
quiries. 

If you cannot put a definite yard- 
stick on the results, then you are 
forced to ask yourself, “What can 

Continued on page 97 
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Out of Joint Today 


saasmanliceatnin 
The demands of industry have created the need for more durable THESE ADVERTISERS OF INDUSTRIAL 


fasteners than the hand-whittled peg of a century ago. And although FASTENERS AND FASTENING MATERIALS 


f sf f als fall j REACH THEIR MAJOR PROSPECTS 
manufacturers of today’s fasteners and fastening materials fall into THROUGH BUSINESS WEEK 


many categories, they have one thing in common—the use of Business Aerie Steal Co 
- 7 American Welding & Mfg. Co 
Week to sell their output. These manufacturers know that Business Anti-Corrosive Metal Products Co., 
Bs Arabol Manufacturing Co. 
Week reaches a more highly concentrated audience of management Armstrong Cork Co. 
Barium Steel Corp. 
men in business and industry—at less cost—than any other general- Bostitch, Inc. 
Chicago Show Printing Co 
business or news magazine. The result: Business Du Pont De Nemours, E. I., & Co., Inc. 
Remington Arms Co 
General American Transportation Corp 


Week consistently carries more pages of fastener ee ee 
° ° — Goodrich, B. F., Co., The 
and fastening materials advertising than any BUSINESS peony tg ig lalla 


, nae . Huck Manufacturing Co 
other magazine in its field. WEE sheds Pulp ts Paper Comp, 
i Illinois Tool Works 
Lamson & Sessions Co 
Milford Rivet & Machine Co 


YOU ADVERTISE IN BUSINESS WEEK WHEN ani Minnesota Mining & Manufacturing Co 
YOU WANT TO INFLUENCE MANAGEMENT MEN | -_ hesresanteoycotgy 


Shakeproof, Inc., Illinois Tool Works 
Sharon Steel Corp 


“a Standard Pressed Steel Co. 
A U S { N & S S W bh a K | Tinnerman Products, Inc. 
| Townsend Co 
{ United-Carr Fastener Corp 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Source: Publishers luformation Bureau Analusis 
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A. M. Adams, Director of Purchasing and Material Control, Bell & Howell Co., Chicago: ‘We 
use CONOVER-MAST PURCHASING DIRECTORY intensively. It is of great assistance to us.” 


CONOVER-MAST PURCHASING DIRECTORY 
Keeps Your Name Before America’s Foremost Purchasing Executives 


The list of CONOVER- MAST PURCHASING DIRECTORY 
users reads like a ““Who’s Who in American Indus- 
try.”’ It has the largest circulation of any directory 
on the market ...and there’s little wonder why 
men such as A. M. Adams of Bell & Howell find 
it of truly great assistance. CONOVER-MAST PuR- 
CHASING DrREcTORY is solely an INDUSTRIAL buy- 
ing guide Non-industrial listings are rigidly ex- 
cluded, and C-MPD contains no duplication of 
listings. All listings and advertisements for a prod- 
uct appear in just one place . . . under the product’s 
primary name. That’s why C-MPD is able to offer 
purchasing and plant executives a directory of such 
convenient size which, at the same time, is so com- 
prehensive. 

Write today, without obligation, for your free 
copy of ‘‘How to Use Directories for Best Results.”’ 
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205 EAST 42nd ST.,NEW YORK 17,N. Y. 
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Profit ploughed back for ads. . 


begins on p. 94 


I afford to spend?” In some con- 
sumer advertising, you can set up 
an amount for each unit, or each 
case of goods, and then, if your 
advertising is effective in increas- 
ing sales, you automatically increase 
your advertising appropriation. 

In industrial advertising, which 
usually deals with capital goods, an 
appropriation for each unit is usual- 
ly not effective. 

If you are introducing a new 
product, you are forced to make an 
arbitrary decision as to how much 
you will spend, and for how long 
a period. Frequently we find that 
for the first couple of years, we 
plow back all the gross profit mar- 
gin. 

If you can advertise a product 
which for some reason your sales 
force is not pushing, you can fre- 
quently get an indication of the 
power of advertising. 


We Proved that Ads Pay. . I 
had an experience with the Game- 
well Co. which illustrates what I 
mean: 

They had always carried a special 
red paint for fire alarm boxes as 
a convenience for their customers. 
Obviously, no salesman ever tried 
to sell paint. 

A friend one day told me the city 
had put some new fire alarm boxes 
in a certain street. Now the boxes 
had always been there, but the 
reason he saw them was that they 
had been freshly painted. 

We sent out a mailing piece to 
the fire chiefs and superintendents 
of fire alarm, urging them to make 
certain that their fire alarm boxes 
were kept painted, because it in- 
creased the return that the city 
would get from its investment and 
would result in more efficient op- 
eration of the fire department. 

We made it a practice generally 
to send out copies of all mailing 
pieces to our sales force, but in 
this case we were a bit late in doing 
it. 

I met one of the managers of our 
Chicago office shortly afterwards, 
and he said, “You know, Bill, that 
paint circular sold me on advertis- 
ing for us. 

“You have been sending out ad- 


vertising matter on fire alarm boxes, 
central offices, register gongs, etc., 
and if an order came into my office 
by mail, I always felt that some- 
time in the past, I had talked to 
the customer and this was the re- 
sult.” 

He continued that one day he 
came down to the office and he had 
more orders for paint then he had 
ever seen. He went across to the of- 
fice of the other district sales man- 
ager who covered another section 
of the Middle West, and sure 
enough, he, too, had paint orders. 
The next day he received a copy of 
the bulletin. After that, he was 
convinced that advertising was his 
friend. 

The advertising department can 
be a most effective training ground 
for important positions in other de- 
partments, especially in the sales 
department. Maybe I am preju- 
diced because I came up that way. 
A man in the advertising depart- 
ment has to know the product, he 
has to know the markets, he should 
know how to get along with people. 
The same principles apply in per- 
sonal selling, except the presenta- 
tion is verbal instead of written. 


Write Your Presentation . . Fre- 





“We're holding a budget conference . 


quently the written presentation is 
important also. If industrial sales 
are of considerable dollar size, often 
it is desirable to confirm the verbal 
presentation by a written presenta- 
tion. The final decision is frequent- 
ly made by men higher in the or- 
ganization than the salesman, and 
a written presentation enables the 
man whom the salesman contacts 
to carry the complete story to his 
superior. 

I remember that when I was sell- 
ing for Gamewell, I would prepare 
a complete written presentation for 
substantial prospects. I was not cer- 
tain that the young lady who had to 
type them was any too happy for 
the extra work, but one day she 
surprised me by saying, “I am al- 
ways glad to write up these sur- 
veys, because we always get a 
good-sized contract after we sub- 
mit one.” 

Let me sum up by saying that 
industrial advertising: 

1. Is essentially educational. 

2. Has to mesh closely with the 
other departments of the business. 

3. Cannot be overlooked as a 
stimulant to a company’s growth. 

4. Has to justify its expenditure 
by making sales . . today or tomor- 
row. 8 


. what does it look like?’ 
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To Get That Order.. 
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PLAWT EXECUTIVES 


MILL & FACTORY and PURCHASING Magazine 
reach both types of buying influences 


Both are important! More than four-fifths of the total 
plant buying authority is exercised by these two 
groups. That’s why 76% of all industrial sales calls 
are made on both plant and purchasing executives. 

The combined 70,298 circulation of MILL & 
FACTORY and PURCHASING (less than 5% 
duplication*) assures advertisers of maximum sales 
impact throughout the nation’s worthwhile manu- 
facturing organizations. 


*Source: “Independent Circulation Analysis” by Ross Federal 
Research Corporation and J. K. Lasser & Company. 
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Not only circulation—but coverage 


Coverage by these two publications means more 
effective selling. They are editorially distinct, and 
authoritative leaders in their respective fields. 
MILL & FACTORY, the nation’s most widely 
quoted business paper outside of routine market 
reports, is renowned for its “know-how” in produc- 
tion, engineering and maintenance. PURCHASING 
Magazine is the voice of the industrial purchasing 
profession—its leadership unchallenged since 1915. 








you must cover both! 
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URCHASING AGENTS 


Your most profitable advertising decision will be Contact your local MILL & FACTORY-PUR- 
to place your product message in the two industrial CHASING representative for space information, or 
publications that cover both major buying groups write directly to Conover-Mast Publications, Inc., 
in industry. 205 East 42nd Street, New York 17, N. Y. 


Cover both major buying groups with... 


MilsFactory pes) Puncuasine 


The national authority of industrial purchas- i ; So 


The magazine that reaches the key ing agents... with the greatest coverage j yy 


plant men, regardless of title, your 
salesmen must see to sell. 
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CONOVER-MAST PUBLICATIONS, INC. © 205 East 42nd Street, New York 17, N. Y. 


of industrial sendin agents obtainable, 
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“Bubble-Brick’ insulates at over 3000 F 


CARBORUNDUM 
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Before . . 


Carborundum does it the same 


.. but look at the difference 


Copy and main photo are the same; only the layout is changed 


© ONE COMPANY used the same 
headline, the same copy and the 
same principal illustration in two 
separate ads, yet one of the ads at- 
tracted about four times as many 
readers as the other. 

The difference was layout. 

The ads were those of the Car- 
borundum Co.’s Refractories Divi- 
sion, Perth Amboy, N. J. They 
pushed Carborundum’s Alfrax 
“bubble brick” refractories. 
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The first ad ran about a year ago 
in Steel. It was two-color, with the 
headline and signature in red, the 
principal illustration was 434” by 
4 1/16” and there was a smaller 
secondary illustration. 

This ad drew a Starch rating of 
6% “noted,” 5% “seen-associated” 
and 4°% “read most.” 

Clinton E. Braine of G. M. Bas- 
ford Co., New York, Carborundum 
Refractories Division’s advertising 


When revised ad ran six months later, 
color and second photo were dropped, 
with striking readership results. 


agency, said “we wanted to prove, 
if possible, how much we could 
boost the rating of the original ver- 
sion by layout alone.” 

The second ad, which appeared 
six months after the first ad in the 
same publication, was the result. 


Omit What's Distracting . . De- 
scribing the change made in 
second ad, Mr. Braine said, “in 
the interests of visual simplicity and 
dramatic emphasis, the distracting 
elements . . in this case, color and 
the secondary photo were 
omitted, and the main photo was 
blown up to bleed size,” covering 
nearly two thirds of the page. 

The results speak for themselves. 
The Starch report on the second ad 
showed readership ratings of 24% 
“noted” (compared with 6% in the 
first ad), 23% ‘“seen-associated” 
(compared with 5%) and 9% “read 
most” (compared with 4%). w 














I&EC gives advertisers COMPLETE REPRE- 
SENTATION in the C&PI at only $475 per 
page . . . $600 less for 12 issues than the 
next chemical and chemical engineering 
magazine. 








NEW YORK ¢ CHICAGO CLEVELAND 


The big sales 

are made to the 
Chemical and 
Process Industries 
at the 

EXACT POINT 
where research 

is translated 

into production... 


where INDUSTRIAL & ENGINEERING CHEMISTRY‘S 


high level planners in...Production, Research, 





Development, Design, translate their specifications 


into king size orders for...Plants, Equipment, Chemicals, 





Materials...AS A TEAM, because buying is a 


team operation in the C&PI...not a one man — one title — 





one function job. It’s almost impossible for salesmen 





to see every member of the buying team... but I&EC does. 


Inquire about I&EC’s exclusive ad merchandising service to 
15,000 industrial chemists and engineers. 


IAL & ENGINEERING 


At. American Chemical e 
Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 22, N. Y. 


a 


LOS ANGELES 


SAN FRANCISCO SEATTLE HOUSTON DENVER 
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You can use all 14 ACP publications to 


open the main door of this 44-billion dollar 


market ...or you can select one or several 
to open any particular door. For complete, 
factual information on any or all ACP 
books, write to Gordon Anderson, Sec’y., 
1022 Lumber Exchange Bldg., Minneapolis, 
Minnesota. 














When you talk to the men who actually bid 
the jobs, you’re talking to the men who buy 
your products. And you can talk to them 
directly — through the pages of your regional 
construction publications — Associated Con- 
struction Publications. 

For ACP books go behind the door, not just ginia — total circula- Dakota, South Dakota 
outside. The men who bid the jobs eagerly P tion 3,241 ae — 
await their ACP magazine to see where their _— 
next job will be — and what their next equip- 
ment or supplies will be. 

Associated Construction Publications go to — 
and are read by — 80,479 men who are active- 
ly engaged in construction work. This includes 


Construction Construction Bulletin 


Serving the West 
Serving the states of North Central area 
North Carolina, Vir- with circulation in 
ginia and West Vir- Minnesota, North 





Constructioneer 


30,265 contractors and their key men; 30,792 


public road, street and building officials; 


3,964 engineers who advise, supervise and de- 


sign projects; 3,482 producers of rock, gravel, 
stone and other basic materials; and 11,976 
miscellaneous readers including your dealers 
and their salesmen. 

Get to these men behind the door — use ACP 
as your key to the multi-billion dollar con- 
struction industry! 








22,641 Pages of Advertising . . . 


¢ ‘ - 
were placed in ACP books last year — many by your 
competitors! 


15,757 Pages of Attraction. . . 


bid news, job reports, photos, lettings that mean bread 
and butter for construction men! 


393 Specialists With Dirty Shoes . . . 


cover the territories of ACP, seeking out the news and 
market conditions that interest readers and advertisers! 


Serving the East North 
Central area with cir- 
culation in Ohio, 
Indiana and _ Illinois 
— total 9,027 


Serving the Middle 
Atlantic states area 
with circulation in 
New York, Penna., 
New Jersey, Delaware 
and Maryland—total 


’ 





Serving the states of 
Arkansas, Eastern 
Missouri, Louisiana, 
Oklahoma, Missis- 
sippi and Western 
Tennessee — total 


‘ 


Dixie Contractor 


Serving the states of 
Alabama, Florida, 
Georgia, S. Carolina 
and Eastern Ten- 
nessee — total 5,708 





Michigan Contractor & Builder 


Serving the entire 
state of Michigan — 
total circulation 3,363 


Mid-West Contractor 


Serving the states of 
Kansas, Iowa, West- 
ern Missouri, Okla- 
homa and Nebraska 
— total 6,308 





Serving Southern II- 
linois, Kentucky, East- 
ern Missouri, West- 
ern Tennessee, North 
Mississippi and Ar- 
kansas — total 5,261 


New England Construction 


Serving the New Eng- 
land states of Maine, 
N. Hampshire, Ver- 
mont, Mass., Rhode 
Island and Conn. — 
total 4,480 





Rocky Mountain Construction 


or 


Serving Colorado, 
New Mexico, Utah, 
Wyoming, Eastern 
Nevada, Arizona — 
total 6,137 


Southwest Builder & Contractor 


Serving the area of 
Southern California, 
Arizona and South- 
ern Nevada — total 
circulation 6,792 





Texas Contractor 


Serving the entire 
state of Texas — total 
circulation 4,400 





Western Builder 


Serving the states of 
Wisconsin, Northern 
Illinois and Upper 
Michigan—total 
3,734 
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Does your advertising go in the front door, too? 


The facts on “backdoor” selling are simple. 
And important. A majority of large firms with 
centralized purchasing departments discourage 
it. A great many forbid it. And about 75% admit 


to prejudice against the vendor using it.* 


Now here’s an important question for you to 
consider: Shouldn't your advertising go in the 
front door, too... and “see the PA first”? 


PURCHASING Magazine has been recognized 


as the PA’s own magazine since 1915... gives 
That’s why most sales executives advise their you the largest available coverage of industrial 
salesmen to “See the Purchasing Agent first.” purchasing executives, *Data on request 


If you sell an industrial vroduct ... 
put PURCHASING power behind it! 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N.Y. 


The basic magazine on any industrial advertising schedule! 


PURCHASING 





A CONOVER - MAST PUBLICATION 
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copychasers 


Heresy? Make the most of it! 
Business paper ads too specific 


= IT was a long time ago that the 
editors of industrial magazines dis- 
covered that engineers and other 
technical wizards don’t necessarily 
write the best articles. They knew 
of the existence of “professionals” 
within professional audiences, but 
they also knew that in many in- 
stances these ideal technical readers 
were in the minority . . that the ar- 
ticle they loved could be breezed 
over by too many other readers 
simply because it was too heavy. 
Look at these magazines today as 
against ten years ago and the many 
things smart editors are now doing 
to win and hold the majority of 
their audiences become quite ap- 
parent. 

These “things,” as we call them, 
involve not only an increased use of 
photographs, for instance, but much 
better photography . . better light- 
ing, pointing up, human interest, 
newsworthiness, etc. They involve a 
more intelligent use of artwork, less 
and less for decoration, less and less 
of the draftsman’s art, more and 
more of the chartmaker and graph- 
ics artisan. The common denomi- 
nator they seek is in the area of let 
the average reader get it quickly 
and clearly. Carried to a healthy 
conclusion all this means a reader 
can spend less time with a business 
magazine and get lots more out of 
at: 

We advertising men, practitioners 
of a supposed dynamic craft, con- 
tinue to move more slowly than the 
editors. Too much business paper 
advertising today is still cut out of 
pre-war concepts. And much of it 
errs, so we believe, on the side of 
being too technical, too detailed, too 
damn specific. If this sounds like 
heresy, make the most of it. 


Often an advertiser will go to no 
end of trouble and expense writing 
one piece of copy for his product 
directed to an audience of engineers 
and another to plant executives. He 
does this on the perfectly sound 
basis that engineers have one kind 
of a function, plant managers an- 
other. Therefore, the former has one 
set of interests that affect his buy- 
ing habits, and the latter another 
set. All of which may be perfectly 
true, but there is a big segment of 
overlap where both could be talked 
to on a somewhat broader basis. The 
situation is even more conspicuous 
when that advertiser sells himself 
on the difference between plant men 
and front office executives. 

Yet, why, we keep asking our- 
selves, do we keep seeing so much 
better an advertising performance 
in the executive magazines? And we 
don’t mean the art treatment, per se, 
or multi-color, or anything like that. 
Down the line business magazines 
have their share of such high class 
stuff, as well you know. We mean 
the concept of the advertisement 
and its general treatment. 

For example here’s a Shell 
Chemical Corp. color page from an 
executive book. Large illustration 
shcws a closeup of a ‘golf bail, 
checked from dropping into the hole 
by a crew of bugs. Headline 
“Takes the bugs out wf your golf.” 
What’s it all about? Let’s read: 

For many a wavering, unsunk putt, for 
approaches that head flagwards but 
up in a trap, blame those insidious ene 
mies of golf — the turf insects that dote on 
a tasty green or fairway. 

Whether you're a ¢ 
are concerned with the maint 
golf courses, you'll be interested to 


that a powerful Shell insecticide - 


pic 


as inserted 





Va 


is deadly to pests that ruin t 
and wreck the accuracy of every golf 
jame. 

Not only on golf courses, but in parks, 
private lawns, athletic fields — and vital 


pasture land, t aldrin controls 
stage. 


penetrates soil to curb the larvae of Ji 


insects in the destructive grub 


beetles, Japanese beetles and a host of 

other ‘bugs’ and at the same time wipes 
“olonies of soil-spoiling ants. 

Idrin into play against pests, 

low the ground is an ex 

211 Chemical’s partnership with 


x 


and industry. Apy of 


lication 


roleum chemistry to your needs is 


constant purpose. 


With a couple 
changes we say this would be just 
as sweet an advertisement for a 
chemical business paper. What’s so 
good about it is its approach, from 
a point of human interest, yet en- 
tirely consistent to the product. If 
Shell wanted to add a paragraph, or 
a box, or something aimed at chem- 
ical guys, even that’s okay with us. 

Here’s another example, and for 
all we know it may also have run as 
is in the business press. It, too, 
comes from an executive publica- 


Continued on page 108 


of minor copy 


Takes the bugs out of your golf 


I 


wy 
| ( », 
Shell Chemical Corporation ¢ 
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Rattway AGE is your opportunity to 
maintain close contact with the top bracket 
officers of the railway industry —the men 
who authorize, appropriate and approve... 
and with those who are rising to positions 
of leadership. 


Rariway AcE keeps your lines of communi- 
cation open at policy-making levels because 
it is the only magazine written for top rail- 
way management. Published weekly, it is 
on top of events as they occur. It appeals to 
top echelons both in management and in 
the departmental groups who have respon- 
sibilities for railroading as a business. 
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RAILWAY AGE _ 








Raitway AGE is the recognized authority 
on railway matters. It covers all important 
developments from the executive and man- 
agement standpoint. It reports the news of 
the industry. It interprets events and devel- 
opments...alerts the industry to significant 
trends...gives attention to the major prob- 
lems and economics of railroading. 


Raritway AGE is the only magazine pre- 
pared specifically for railway management. 
It is the only source of up-to-date news and 
comment devoted to the business interests 
of railway executives. Total paid circula- 
tion, 16,457. 
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Simmons-Boardman Publications 


30 Church Street, New York 7, New York * 79 W. Monroe Street, Chicago 3, Illinois 
Terminal Tower, Cleveland 13, Ohio 





LOS ANGELES - DALLAS - PORTLAND, ORE. - SAN FRANCISCO » WASHINGTON, D. C.. CORAL GABLES, FLA. 
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tion. Signed by Dow Chemical Co., 
it’s a less elaborate example than 
Shell, but a good one. It’s a bleed 
black and white page, headed sim- 
ply, “A new look at Magnesium!” 
Well-illustrated with several excel- 
lent photos, particularly the major 
one at the top of the page which at 
a good angle shows a variety of 
magnesium shapes stacked and 
ready for delivery. Nothing spec- 
tacular about the copy: 


Nothing spectacular, but just 
about right. Not too little, not too 
much (which can be as great or 
greater a danger). Not a treatise of 
the subject . . which should seldom 
be the primary advertisement on 
any subject, but the second line fol- 
low-up via attractive, comprehen- 
sive literature, after the man is in- 
terested. 


Let’er Loosen Up 

*%When the writer moves himself 
a step away from being overly spe- 
cific, he gives himself a chance to 
relax and loosen up generally. He 
does this quite unconsciously when 
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writing for a broader audience. 
That’s how advertisements such as 
this Taft-Peirce half-page come 
about. Cartoon illustration . . paint 
brush with scowling face, startled 
“What makes a 
paint brush bristle?” The 
straight as a string. Read the first 
two paragraphs of copy in the ad 


man. Headline 
story, 


on page 112. 

Wait a minute! The problem at 
our plant has nothing to do with 
paint brushes or machines for mak- 
ing them. So what’s all this got to 
do with us, Taft-Peirce? What? 
Okay, read on. 

That’s it. And that’s just about all 
you ought to ask an advertisement 
to do. Certainly no stress or strain 

no attempt to get the order first 
time around. An OK AS INSERTED to 
JOHN E. MORRILL, account executive, 
Sutherland-Abbott, Boston. 

Hewitt-Robins signs an inviting, 
readable and highly effective spread 
addressed to top management that 
we also think would be just as hap- 
pily at home in a business paper. 
“See how we're cleaning up the Old 
Mill Stream” says the headline, and 
instead of some prosaic photograph 
there’s a nice big wash rendering of 
plant, stream, and a lad fishing on 
the banks. The story is an honest 
case study as you'll see by this 
opening paragraph: 





scharge of industrial 
rivers has be 
in many parts 
ne itstanding ex 
w a leading paper company 


this serious situation. 


Do you agree with us that this 
would be both interesting and use- 
ful in the pages of Power, or Chem- 
ical Engineering? Perhaps Hewitt- 
Robins is running it down the line, 
too. We hope so. 

The same goes for the Lukens 
Steel Co.’s color page, “How to shop 
for steam.” Human interest illustra- 
tion .. man pondering various coun- 
ter cards, “Steam marked down 
30%,” “Today Only! B.T.U. Bar- 
gain,” and the like. Here’s a slice of 
copy right smack out of the middle 
of it: 


design is better, firing methods 
heat recovery equipment is 
and automatic control and 
techniques greatly ad- 

t: as much as 30% less fuel 

ry likely meet your steam require- 
f is more versatile, too 

u can switch fuels if and when 
cessary. And you'll find savings all 
the line. New boilers need less 


don't cost as 


Well, you’d hardly call that tech- 
nical copy. But you would call it in- 
formative. And capable of com- 
manding a much larger share of the 
audience of an engineering maga- 
zine than a highly technical piece 
of copy. Right? And therein rests 


Continued on page 112 





. let's have more of this in the business papers 








One of a series illustrating the wide use of plastics... 
in everything from autos to toys, building materials to 
costume jewelry, office equipment to home appliances. 


In automobiles there’s news in plastics 
... now cars use twice as much plas- 
tics as 5 years ago...and complete 
plastics bodies of sports cars by two 
leading makers are now on the roads! 


IN PLASTICS THE MAGAZINE Is... 


MODERN PLASTICS gets the okay 
from engineers and technical personnel 
with buying authority. They say it’s 
the most useful magazine in the field. 
For example, a Starch survey made at 
the National Plastics Exposition 
showed that MODERN PLASTICS 
gives these men more help in their 
work with plastics than all other 
magazines in the field combined! The 
figures are: 


MODERN PLASTICS... 
MAGAZINE 
MAGAZINE 
MAGAZINE 
MAGAZINE 
MAGAZINE 


6 


= — 


For more information about the survey, 
the magazine or the market, write: 


MODERN PLASTICS 


A Breskin Publication 
575 Madison Avenue 
New York 22,N. Y. ABC-ABP 





ADVERTISING RESEARCH 


Early in June, the Advertising Research Foundation 
released the results of its fifth study on business 
publications. This latest was the first study of a 
publication using non-paid distribution methods and 
reported on the audience and readership of the 
October 1953 issue of the Commercial Car Journal. 
The other studies were based on Automotive Indus- 
tries (October 1948), American Builder (February 
1950), American Machinist and Chemical Engineer- 
ing (both March 1950). 

The same research techniques were used in all five 
studies. A probability sample was prepared from 
each magazine’s subscription or distribution list. 
Personal interviews were conducted to measure the 
number of readers and the readership of editorial 
and advertising material. In all five studies the 
persons to whom the magazines were first delivered 


RELATIONSHIP OF “CLAIMED” AND “QUALIFIED” 


PROVIDE 


and all subsequent receivers who had received the 
magazine by the time of the interview constituted 
‘‘notential” readers. These “‘potential” readers were 
interviewed and those who said that they had read 
the issue being surveyed were designated as ‘“‘claimed”’ 
readers. These ‘“‘claimed”’ readers were shown a 
qualifying kit containing ten articles which had 
actually appeared in the magazine and ten articles 
that had not appeared. Those who identified more 
of the published than the unpublished articles were 
classified as “‘qualified’”’ readers. Only the responses 
of ‘‘qualified’’ readers were used in tabulating the 
readership of editorial and advertising matter. 


The following tables present retabulations or reanalyses 
of material which has been published in the five reports 
referred to above. 


MORE “ORIGINAL” 


READERS TO “POTENTIAL’’ AUDIENCE RECEIVERS “QUALIFIED” 


Total “potential” audience of each publication = 100% 











Total of col- 
A B C umns B & C % of “Original” | % of “Pass- 
Receivers who | Along’’ Receivers 


% Who % Who “Claimed” | % Who Did Not % of ‘‘Potential’’ K ‘sayin ‘Qealified"? 
“*Qualified"’ | to Read But Failed |‘‘Claim’’toHaveRead|| Audience Who Failed Publication poy ol »* a 
Publication as readers to “Qualify” the Surveyed issue |j to‘‘Qualify’’as Readers 


A PAID Pub. N% 8% 21% 29% A PAID Pub. 87% 61% 
A PAID Pub. 61% 13% 26% 39% A PAID Pub. 69% 46% 
A PAID Pub. 96% 16% 28% 44% A PAID Pub. 62% 44% 
A PAID Pub. 41% 13% 40% 93% A PAID Pub. 99% 38% 
A NON-PAID Pub. 36% 23% 41% 64% A NON-PAID Pub. 40% 34% 








ee 



































DS seaadiatakces! 


These figures show that the paid publica- 
tions developed a higher proportion of 
*“‘Qualified’’ readers among their “‘Origi- 
nal’’ receivers. In other words, a greater 
proportion of the ‘Original’ receivers 


As the above table shows, the non-paid publication developed a lower 
proportion of ‘‘Qualified’’ readers among its ‘‘Potential’’ readers than 
any of the four paid publications studied by the ARF. A higher pro- 
portion of the paid publication’s ‘‘Potential’’ readers gave objective 
evidence that they had actually read the publication. Further, the 
non-paid had the largest proportion of ‘“‘Claimed”’ readers who failed “Qualified” as readers as compared with 
to “Qualify” as well as the largest proportion of “‘Potential’’ readers the “‘Original’’ receivers of the free publica- 
who didn’t even ‘“‘Claim’”’ to have read the publication. In other words, tion. 

the non-paid publication had the largest proportion of ‘Potential’ 

readers who did not “Qualify.” 


All statistical data regarding audience and readership contained in 
this advertisement have been verified with the Advertising Research 
Foundation, Inc. 








McGRAWHILL Sam 


War “OR BUSINESS 
AS \ UL 
So” 


McGRAW-HILL PUBLISHING 
ApD 330 WEST 42nd STREET, NEW YORK 36, N.Y. @® 


) ——_ __f 
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FOUNDATION STUDIES 


EVIDENCE 0 


HOW “POTENTIAL” READERS 
RECEIVED THEIR COPIES 





Publication Home Business 





A PAID Pub. 40% 60% 
A PAID Pub. 39% 61% 
A PAID Pub. 23% 11% 
A PAID Pub. 21% 19% 
A NON-PAID Pub. 2% 98% 

















WHERE “QUALIFIED” READERS READ 





Read at Read at Home 


Publication Read at Home Business and Business 


A PAID Pub. 
“Qualified” Readers... . 93% 11% 61% 
Not “Qualified” ~~ 2 ae. 30) 
“Potential” Readers... . 100% 100% 100% 

A PAID Pub. 
“Qualified” Readers... . 16% 41% 66% 
Not “Qualified” 24 53 4 
“Potential” Readers. ... 100% 100% 100% 

A PAID Pub. 
“Qualified” Readers... 61% 48% 62% 
Not “Qualified” : & 52 38 
“Potential” Readers... . 100% 100% 100% 

A PAID Pub. 
“Qualified” Readers... 50% 43% 55% 
Not “Qualified” : = ; = 45 
“Potential” Readers... 100% 100% 100% 

A NON-PAID Pub. 
“Qualified” Readers... . 39% 38% 48% 
Not “Qualified” 61 =... 52 





READERSHIP OF EDITORIAL MATERIAL 
BASED ON HIGHEST SCORING EDITORIAL 
ITEMS OF ALL TYPES 





% of 


Publication Title Readership 





A PAID Pub. “News of the Automotive 82% 
Industries” 


“Technical Guide, How-To-Do-It,| 60% 
and Better Detail Plate” 


“New Shop Equipment, 12% 
Materials and Parts” 


“The Chementator” 1% 
“Laugh It Off” 65% 


A PAID Pub. 


A PAID Pub. 


A PAID Pub. 
A NON-PAID Pub. 
































“Potential” Readers.... | 100% 100% 100% 





As indicated by the top table, the non-paid publication 
had the lowest percentage of home distribution. The 
bottom table shows that more ‘“‘Qualified”’ readers were 
found among those persons who usually read their copies 
at home, than those who read at their place of business. 
In view of this, it is interesting to note that 98%, of the non- 
paid magazine’s distribution was at the place of business. 


The above table shows the readership ratings of the 
editorial item that had the highest score among ‘“‘Quali- 
fied’’ readers in each publication studied by the ARF. 


No publication can possibly be an effective adver- 
tising medium unless it has readership. 


But the ARF studies make a distinction between 
thcse who receive a publication and those who read 
it...and these studies clearly demonstrate that the 
four paid circulation publications delivered a higher 
proportion of “QUALIFIED” readers than the non- 
paid publication. Which is another reason why 


When Selecting Business Publications 





COMPANY, INCORPORATED 


HEADQUARTERS FOR BUSINESS INFORMATION 
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Why you sell more paint with 
the “Dutch Boy” Color Gallery: : ith the new 


sayin Geariashiaca oui Detch Boy” 
Color Gallery! 


mers are coniused. sales slowed down 
Shopper stopper display case erg 

tiful “showpsece” that draws people t 

Brings in new customers —cace they get the word 
from 4 customers, lots of new ones will be in 
to see this marveious ( y And tot 


Take-home’ chips *> 


18 
Pocket edition — » special “too!” for selling 
volume prospects, such as real estate developments 
Big nome brand that's nationally advertised thet 
people know and have confidence in 
point velve — every Color Gallery oe 
> qualit ch Boy” products are Mr. Joseph G. Gray, 
Meadville Paint & Wallpaper Co., 
says his “200 to 300°: increase 
Priced right — customers pay no premiu in Dutch Boy sales 
Gallery paints They re popularly t 


Gh widest matet is only the beginning!” 


Why you make extra profit If, as Mr. Gray, Meadville Paint & Wallpaper Co, Company, Augusta, Georgia, calls it “e MUST in A Big Help With 
on every gallon sold ssilean; BVs or 4 tines Caiucet to neerems, been our store.” It accounts for # higher percentage of Your Big Buyers 

7 his new “D Boy” Color Gallery — with “better sales ratio to money invested than the two other painters, decorators 

project managers 

So's Mr McLaughlin of the W. H. McLaughlin Could your net profits stand @ boost? The Pocket Edition of the vew “Dutch Boy 

Color Gallery is the swellest “gimmick” you 

Providence, RL Starting in business, Then take a tip from these “Dutch Boy” boosters, ur big buyers do thew color 


Ne Complic 
~ ae: than 10 times turnover”—are certainly going places. full line products carned in his store. 


ecenna * . be t a hundred ga { Color Gallery and put the Color Gallery to work for you Get je ‘ and watch ‘em 
Little Shelf Space Required — your entire stock of s . neue 3 neve than one boost your gallonage, fast! 

blenders fits into an ares the size of an <“Esee* «...@ most remarksble turnover? Just ask your “Dutch Boy” salesman — or write 
our nearest branch office - for # demonstration 
Exceptional Turnover — as you carry only # 
ps J get much faster turnover with t 
Gallery than with regular paints with the Color Gallery, Mr. Rinker, Rinker Paint 


ONAL LEAD COMPANY New York 6 Avlanve 
Chmcage #0 ’ lend 13 


Equally enterprising, and equelly successful No matter whether you now have # color system Daiiae 2 








MIRACLE 
TUB-CAULK’ NOW 


COLORS 


Glamorize Bathrooms! 


Four truly gorgeous colors that harmonwze with al! colored 
bathroom futures and al! colored bathroom trie aI S$ 


one Nee Cawh Nes captered the cambew end put tm 8 tube Rapier: 
2 Ceothoanie around tubs. winks aN Showers le Gos permanent mete 
4 ee cater’ Me nae mere economics! way te glamor ond 


petit Skee on of the Month 


Amann Meaie TO Cah a ater deors mitten one Rew tee hight wate 


cua cancadarenianerieneeaperen /; a paint brush 
MIRACLE TUB-CAULK tm Original White, One } 

OF The Largest Seiting Speciaitios Ever Oflered! brictte 7 

Meow! in 4 most wantei bethreem coters, that er A 


These ads have 
harmonize with eff bethreem Axrtures and tite, . ° 
mrnACLE Tue-cAULK mi COLOR weigeer, SiR | : ra of 9 dp hh been honored this 
seen ries monih by the Copy 
Chasers, who stamp- 
ed them, “OK as in- 


serted.” 

















RPORATION TAKE (T TO TAFT-PEIRCE 


All There . uct and need are both i % Easy .. No stress or strain 


the headlines for Miracle Adhesives. See p. 12 for Taft-Peirce. See p. 108 





Continued on page 116 
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One of a continuing series entitled—"The Reader is the Most Important Man to Both of Us.” 


We're Replaying An Old Record... 


For twelve years The Oil and Gas Journal has made a 
standing offer to foot the bill for a readership survey, 
conducted by you, the advertiser, among the prospec- 
tive customers you'd like to reach. The offer still stands. 
If you want to determine your customers’ preferences 
among oil publications, follow these simple steps: 


e Compile your own list, up to 500, from any sec- 
tion of the oil industry, any occupational group, 
or any geographical area. 


e Write your own letter, framing the questions 
in your own way. 


e Enclose a stamped card or envelope, self ad- 
dressed. 


e Check the results yourself. 


e Bill us for the cost, irrespective of what the 
survey shows. 
Perhaps you made one of these surveys a few years ago, 
but would like to make another now to get a check on 
the situation today. You are welcome to do so. We are 
confident that the Journal’s intensive efforts to improve 
readership of both its editorial and advertising pages 
. will be reflected in the survey. But we'll both bene- 
fit if you prove this to yourself. 
After all, the surest way to learn the preference of the 
reader . . . the most important man to both of us, is to 
ask him, impartially and without prejudice. 
So again . . . the Journal invites you to conduct your 
own readership-preference survey. We'll pick up the 


tab. 


PETROLEUM PUBLISHING COMPANY, Inc. 


211 SOUTH CHEYENNE, TULSA, OKLA. 


ALSO PUBLISHERS OF 


enicane |! N SPANISH AND ENGLISH FOR THE LATIN AMERICAN OIL INDUSTRY 


 WTERAM 
OtLand GAS 
ALSO PUBLISHERS OF cauipment THE MAGAZINE OF PETROCHANICS AND NEW EQUIPMENT FOR THE OIL & GAS INDUSTRY 
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New Depth-Study Reveals: 


Six Major Hurdles F 


Why is it more and more difficult 
for the salesman to make con- 
tacts? How much bigger is the 
job in 1954? 


How is the salesman—and his 
company — being ‘‘frozen out”’ on 
knowledge of his customer’s im- 
pending needs? What can be done? 


cing — 


better selling to technical 
management 


How important is the technical 
team in industry’s buying pic- 
ture? What special problems do 
they pose for the salesman? 


Advertising has to be big— 
to do the job in today’s bigger 
and more complex market place. 
It will be big in Newsweek, now 
at 1,000,000 circulation-—con- 
centrated among decision-mak- 
ers in business, industry, gov- 
ernment and the professions. 


Personal selling needs help. 
One of management’s most 
effective tools for aiding the 
salesman is advertising —all 
kinds of it. This Newsweek re- 
port includes documented proof 
on advertising penetration and 
effectiveness. 


@eeeeeeaeeoeae eee e eee eeeeeeeeee ee ee eeeeeeeeeeeeeeeeee eevee eaeeeoeoeeeeeeeeeveVneneee eee 


Outboard Marine and Mfg. Co. 
Joseph Schlitz Brewing Co. 
Hotel Schroeder 

Schuster’s Department Stores 
A. 0. Smith Corporation 

Smith Engineering Works 
Square D Company 

Stearns Magnetic, Inc. 
Wisconsin Bridge and Iron Co. 


Heil Company 

Kearney and Trecker Corp. 

Koehring Company 

Line Material Company 

Marquette University 

Milwaukee & Suburban Transport Corp. 
Milwaukee Braves ‘ 
Milwaukee Gas Light Company 

L. J. Mueller Furnace Co. 

Northwestern Mutual Life Insurance Co. 


Allen-Bradley Company 

Allis-Chalmers Mfg. Co. 

Bucyrus-Erie Company 

Chain Belt Company 

City of Milwaukee 

Jirst Wisconsin National Bank 

General Electric Company 
X-Ray Division 

Globe Union, inc. 

Harnischfeger Corporation 


Companies included 
in this survey: 
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Industrial Salesmen Today 


overcoming industry's 
established buying 
practices 


preselling top operating and. 
administrative management 


How often are sales contacts 
disrupted? Is there any defense 
against management shifts, trans- 
fers, retirements? 


How has industry put up a whole 
new set of roadblocks to hamper 
the salesman? And what’s be- 
hind this thinking? 


What effect does management 
have even before a purchase is 
initiated? Can the salesman get 
to this echelon? 


Here is the whole story, as revealed by the buy- 
ers...aS appraised by the sellers. It is a picture 
worthy of closest scrutiny by anyone directly 
concerned with selling to industry...and is 


This is a sampling of the thorough-going study 
of purchasing patterns among 28 Milwaukee 
industrial concerns, which was recently com- 
pleted by Newsweek. 


Here is an authoritative—often startling—reve- 
lation of how American Industry’s buying habits 
have changed...also the new obstacles faced by 
salesmen and ways management can help to 
overcome them. 


available to your company in two forms! 


(a) A93-page report detailing America’s industrial 
growth and 28 buying-selling case histories. 


(b) A strip-film dramatizing the findings of this 
most penetrating study. 


Phone or write your nearest Newsweek office 
to see this important study— 


NEW YORK 

152 West 42nd Street 
Bryant 9-6700 

Charles Kinsolving, Mgr. 


BOSTON 

Statler Building 
Liberty 2-0021 
William Wolf, Mgr. 


BUFFALO 

814 Liberty Bank Bidg. 
Mchawk 2038 

Edwin Hughes, Mgr. 
CHICAGO 

360 N. Michigan Avenue 
State 2-4104 

Howard Dodge, Mgr. 
CLEVELAND 

1341 Terminal Tower 
Main 1-6917 

Baylis McKee, Mgr. 


DETROIT 

610 Steohenson Bidg. 
Trinity 2-1661 

Hoyt Metzger, Mgr. 
LOS ANGELES 

6399 Wilshire Bivd. 
Webster 8-5119 
Robert Campbell, Mgr. 


PHILADELPHIA 

1528 Walnut Street 
Pennypacker 5-1388 
Gordon Hargraves, Mgr. 


PITTSBURGH 

2318-A Grant Bidg. 
Atlantic 1-8289 

Robert Saalfield, Mgr. 
ST. LOUIS 

Shell Building 

Central 1-4525 

Frank DeVine, Mgr. 
SAN FRANCISCO 

155 Montgomery Street 
Yukon 2-2645 

Nicholas Loundagin, Mgr. 


America’s Biggest Business Advertising Medium” 


*Newsweek has the greatest circulation of any magazine 
whose major volume of linage is business and industrial. 
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the problem . . at what point do 
you draw the line? The sharper 
your pencil, the more specific your 
text, the more detailed your pic- 
tures and eventually you focus 
down on only that limited portion 
of the atdience that is literally in 
the market at that moment for the 
kind of thing you have to sell. And 
that can be a very limited portion 
indeed. 

In the same breath, only a fool 
would ever hope to talk to every- 
body in a business magazine’s audi- 
ence. That would be even more 
tragically wasteful. So, again we 
say, the critical point is somewhere 
in between . . and it takes a finely 














G 


tere + femmes 


ge, GRIFFIN Stain 
mY + 7 vivasta 


Griffin . . maybe he'd just turn the page 
tuned copywriter to put his finger 
on it. When and if he can, he'll be 
getting maximum return per space 
dollar invested for his boss. 


Nuts and Bolts, Bolts and Nuts 

All hardware dealers are dopes. 
True or false? All hardware dealers 
are brilliant business men. True or 
false? 

Right or wrong, we get the feel- 
ing as we fondle this batch of ad- 
vertisements clipped from hardware 
trade magazines, that most manu- 
facturers agree with the first state- 
ment. We wish we could. We have 
four hardware dealers in the mod- 
est town we live in, and all four 
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are doing fine, thank you . . in fact, 
they could buy and sell us with 
no trouble at all. And much as we 
are against short-order-cook sur- 
veys, all we can think about is these 
four gents as we look at these hard- 
ware ads. 

Take “Pop” Hofstater down by 
the railroad depot. He used to be a 
senior airlines pilot. Retired about 
five years ago and bought Land’s 
old hardware store. Old man Land 
sort of just got along in the hard- 
ware business. Managed to squeeze 
out a living, but no more. No matter 
how much inventory he carried 
(and we're sure he never really 
knew), he never seemed to have 


Millers Falls . . doesn’t thrill him one bit 
what you wanted. Always on order. 

When Pop took over he cleaned 
up the joint. Bought the real estate 
office next store, knocked down the 
partitions, put in all sorts of mod- 
ern displays. “Pop” even stays open 
Sunday mornings until after church 
because he instinctively knew that’s 
the time a lot of weekend “do-it- 
yourselfers” think of all the stuff 
they forgot to buy Saturday. Or 
Friday afternoon in the city. Well, 
we think there are more good hard- 
ware merchants like “Pop” than the 
other kind. And what’s more, who 
could go wrong thinking there 
were? 

We shudder to think of what 


“Pop” would say when he opened 
up to a page in Hardware Age or 
Hardware Retailer that said, “For 
the man who looks for Quality.” 
Maybe he’d just turn the page. If 
he did, then the Griffin Mfg. Co. 
would be out a few hundred bucks. 
For this is its advertisement, on 
hinges . . and its sermon is “Today’s 
discriminating buyers are not easily 
fooled.” So what sane dealer wants 
to fool them? 

Nor do we figure “Pop” would 
feel any better at the bland sug- 
gestion “You can put your confi- 
dence in the Mike line.” This is the 
product of the Cleveland Mills Co., 
makers of twine and cordage. 

Can “Pop” be seduced by super- 
latives? Are you kidding? He knows 
his customers can’t be why 
should he? So what chance does the 
Champion DeArment Tool Co. have 
with a page dedicated to “The finest 
line of tools you can buy and sell!” 
And even were he willing to look 
beyond that headline, where in this 
block of copy can he find confirma- 
tion of the manufacturer’s fine opin- 
ion of himself? 


Watch your profits soar when you 
stock and feature the complete Champion 
DeArment-Channellock line. Get your dis- 
play boards out front where your custom- 
ers can buy from the wide Channellock 
selection. Millions of readers every month 
are being told about the Channellock line! 
There are real profit possibilities for you 
in the complete Channellock line of high- 
est quality tools. 


One thing we are downright sure 
of. “Pop” is cold as an Arctic Sea 
salmon to any super-dooper stuff. 
You can’t thrill him one bit with 
“Coming Soon! The most sensation- 
al do-it-yourself power tools ever 
developed!” as the Millers Falls Co. 
tries to do. Or hit him on the head 
with the tired, “Here it is! The 
greatest money-making promotion 
for dealers!” as Superflame Heaters 
attempts. Exclamation marks don’t 
excite him the least bit. They just 
kid the copyman. 

All right then, what can an ad- 
vertiser do that wants to get under 
the hardware dealer’s skin? We'd 
suggest something as simple as this. 


Follow Your Nose 

*Will a dealer listen to another 

dealer’s experiences? But of course. 
Continued on page 120 
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VACUUM PUMPS CEMENTED CARBIDES: 
The Least Pressure Reduce Wear and Downtime! 


Complete, 
Productive 
Coverage 

of the $15 BILLION 


Plant Operating Market... 


Industrial 
Maintenance 


AND PLANT OPERATION 


THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 


By function— 
e 36,547 are plant operating, engi- 
neering and production men 
e@ 16,295 are maintenance officers and 
supervisors 
9,684 are purchasing officials 
8,917 are management and admin- 
istrative men 
This group specifies and buys $15 billion 
worth of goodsa year, including replace- 
ment, maintenance and repair supplies, 
safety devices, and materials handling, 
sanitation and other equipment. 


REPLACEMENT SALES 

As machinery and equipment parts 
wear out they must be replaced. IN- 
DUSTRIAL MAINTENANCE AND PLANT 
OPERATION’s readers are responsible 
for the specification and purchase of 
replacement and component parts for 
every piece of machinery in their plants. 


EDITORIAL FORMAT 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ Seditorial content isdevoted 
exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful ‘“‘how-to-do-it” articles with 
up-to-the-minute news on products, 
equipment and techniques. The read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’s rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1/9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors are available. 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1953 advertising 
volume increased 43.1% over 1950. 
And the first quarter of 1954 shows a 
6.2% increase over the same period 
in 1953. 


Last year 271 advertising agencies, in- 
cluding many of the biggest industrial 
agencies in the country, used INDUus- 
TRIAL MAINTENANCE AND PLANT OPER- 
ATION for their clients, a total of al- 
most 400 advertisers. And the renewal 
rate among advertisers is an impres- 
sive 96%. 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for pulling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they’re most receptive. 


VERIFICATION 

Verified controlled circulation. is an 
impressive 98.34 %—again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


NEW MARKET 
DATA Book 
Now Available 





Industrial Maintenance 
AND PLANT OPERATION 


MAINTENANCE PUBLISHING CO., 3626 Filbert St. 
PHILADELPHIA 1, PA. 


Write for your 
Copy today, 
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your salesmen must see to sell! 


THIS CALL CAN PAY OFF... 


. . . because he already knows whom to see in the plant. 
His many regular plant calls have enabled him to know 
personally, the plant’s key buying executives. 





MILL & FACTORY uses 1,645 sales engineers to build 
and maintain its circulation. Like your own salesmen, 
these sales engineers make repeated plant calls. They 
select only proven buying influences to receive paid 
copies of this leading publication.* 


MILL & FACTORY ’s hand-picked nationwide circula- 
tion means that your advertising message will be read by 
the men, regardless of title, your salesmen must see to sell. 


* The Conover-Mast Franchise Circulation Method 
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205 EAST 42ND STREET ¢ NEW YORK 17, N. Y. 
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copy chasers .. 


That's what they talk about most of 
the time at conventions, isn’t it? 
That’s what the editors of their 
trade magazines often write about, 
isn’t it. Would “Pop” Hufstater pay 
heed to this copy in the National 
Lead Co. ad on page 112? Read 
ere 


All this, and more in this splendid 
spread, “Better than 10 times turn- 
over.” More, such as good factual 
stuff on “Why you sell more paint 
with the Dutch Boy Color Gallery” 
.. “Why you make extra profit on 
every gallon sold.” An OK AS IN- 


We'll pay you*59° RENT 


for 3 sq. ft. of 
display space 
on your floor 
for two weeks! 
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Protectall Safes . . a good deal 
SERTED, by all means, to the com- 
bined efforts of National Lead’s ad- 
vertising department and Marshalk 
& Pratt, New York. 

Is “Pop” merchandising 
scious? If that means what we think 
it does the answer is “Yes.” 
Would he be interested in capital- 
izing locally on a “New TV movie 
shows how to install plastic wall 
tile?” such as Monsanto Chemical 
Co. talks about in this color page. 
Would he! 

How about a deal like this 
“We'll pay you $5.00 rent for 3 sq. 
ft. of display space on your floor 
for two weeks!” That’s the offer 
Protectall Safe Corp. makes in this 
page. Well, his floor space may be 
worth more, but he can’t ignore any 


con- 
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manufacturer who at least admits 
his floor space is worth something 

. as against all the ones who want 
to fill his joint with their display 
material on the house, or at a cost. 

Is he interested in display sug- 
gestions? We think so . . if they’re 
intelligent and reasonable. The L. S. 
Starrett Co. certainly is both in its 
quiet page, “Feature these 
Starrett Items in your ‘Do-It-Your- 
self’ Displays.” 


color 


*% Don’t even have to pose a query 
on this one. If the seller associates 
product and need quickly, “Pop’s” 


AM TOUR JOBBER.. chow! Bethichem Fence 
eel tance posts barbed wire 
vad ged staple: 


Bethlehem Steel . . catches the eye 


their reader. Miracle Adhesives 
Corp. does this nicely with a multi- 
color page, “Miracle Tub-Caulk 
Now in 4 Colors Waterproof 
Around Bathtubs and Showers . 
Glamorize Bathrooms!” Glory be, 
he can tear this ad out, stick it in 
his window, and sell from it. At 
least the upper 2/3ds of it. The 
lower part is a packing, price and 
profit chart. An OK AS INSERTED to 
WILLIAM D’ARCY, president, Cayton, 
Inc., New York. 


He’s Human, Too 

Has the dealer got a sense of hu- 
mor? Can he be approached via a 
reasonably legitimate gag? What 
business man cannot be? It’s only 


Q. How can you increase your padlock sales? 


A Sell special padlock services. 





the humor that’s dragged in by the 
heels that never stands up. C. Hager 
& Sons Hinge Mfg. Co. can get away 
with “Everything hinges on Hager!” 
with a couple sailing a craft pow- 
ered by a hinge mainsail . . partic- 
ularly since they follow it up with 
a booklet offer of 28 full size car- 
toons of this series. So, too, Bethle- 
hem Steel, merchandising its farm 
paper advertising to hardware deal- 
ers, a campaign built around car- 
toons. 

And like any other merchant he 
is wide open to suggestions for new 
places to get business, ideas for in- 
creasing sales, new products, ete. 

A very good package that’s built 


Qe ALIKE 
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MFOR MATION OM SPECIAL PADLOCK SERVICES WHITE DIRECT 


Independent Lock . . how to do it 


around special sales aids, R B 
& W, which stands for Russell, 
Burdsall & Ward, offers a “New 
Handy-Man Nut and Bolt Kit” to 
help “Pop” and his buddies latch 
on to more of the growing home 
repair market. The Independent 
Lock Co. says that the way to in- 
crease padlock sales is to “Sell spe- 
cial padlock services” such as mas- 
ter key systems, chain devices, ete. 

So we repeat. Our advice to the 
sales-lorn is classically simple. Sim- 
ple as the old story about the man 
who found the lost donkey . . “I 
just said to myself if I was a donkey 
where would I go. So I went there, 
and there it was...” 


The Copy Chasers 








As Mass Production goes...SO goes America 
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MASS /roduclions Qun Magazine 


Mass production metal working buys more, 


and buys more often, than any other segment 


of metal working. 


PRODUCTION represents mass production 


metal working. 


i PRODUCTION 


BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 
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concentrate in 


metalworking’s most 


powerful magazine 


THE MOST POWERFUL MAN IN THE WORLD 
is the metalworking buver. Your own 
marketing experts, outside research, 
continuous studies by The IRON AGE prove 
that the metalworking buyer is an executive 
team... cutting horizontally across 
administration, production, engineering, 
purchasing. The IRON AGE, and only The 
IRON AGE serves this buying team 
editorially this identical way... with its 
comprehensive news coverage, “this week's 
news this week”*—its fast-paced, reliable 
service on “prices —its advanced, 
authoritative technical material. This is why 
more of vour buyers read The IRON AGE, 
why it can puta provable 97°, of the 
industry's buying power right at 


your front door. 


*The only weekly metalworking magazine entitled by 


the Post Office to fast newspaper delivery. 


Concentrate in... 


IN B P| A CHILTON PUBLICATION, 100 EAST 42 STREET, NEW YORK 17.N. Y. 
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Ideas for the Asking 
= The 
acquire is good ideas for the production or pro- 
motion of its products. That is why many com- 


most valuable material a company can 


panies pay substantial fees to consultants in vari- 
ous fields, for the purpose of getting suggestions 
which will result in improved operations. 

But often ideas are available from people with- 
in the organization . . provided they are encour- 
aged to offer them. Many times those who have 
suggestions for the adoption of specific methods 
which would improve the business either feel 
that their superiors are not open-minded, or fear 
that any proposal for change would be regarded 
as a criticism of the existing situation. 

Just how numerous and valuable suggestions 
from within the organization may be was indicated 
recently by Robert W. Galvin, executive vice- 
president of Motorola, Inc., who spoke at a meet- 
ing of the Chicago Business Publications Associa- 
tion. He described the results of an invitation to 
16 key members of his organization, including 
some representatives of the advertising agency, 
to attend a two-day session at a Chicago hotel for 
the purpose of exploring ways in which Motorola 
could develop better consumer acceptance of its 
products. 

Here was the clincher: Each person invited 
was required to bring with him 100 suggestions, 
written out and ready to be submitted for con- 
sideration, as his “ticket of admission.’ While 
some of the vice-presidents and other top brass 
thought this was beneath their dignity, all of them 
finally appeared with their proposals formally 
drawn up. 

Out of the total of 1,600 submitted, over 600 
were unduplicated. Of these, 134 were approved 
for adoption within the following year, and some 
were so good that they were put into operation 
during the ensuing week! 

Mr. Galvin said that the work which these ex- 
ecutives did to organize their thinking on the 
subject before the conference resulted in increased 
enthusiasm, and proved the point that creative 
thinking applied to any company’s problems will 
furnish the inspiration for practical ideas which 
can be put into use to the profit of the company 
and all of those connected with it. 
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The Value of a Supplier 

# During the war, when many products were in 
short supply, and “expediter’” became a familiar 
word in the business vocabulary, there was no 
question in anybody’s mind as to the value of a 
good source of supply. In fact, purchasing was 
so much more important than selling that execu- 
tives charged with procurement spent a lot of 
their time locating sources of supply and main- 
taining a steady flow of materials into the factory. 

With today’s more competitive economy, when 
supplies of essential materials are freely available, 
some buyers tend to forget the value of service 
rendered under all conditions, when goods are 
scarce as well as when they are in ample supply. 
For this reason the current advertising of Jos. 
T. Ryerson & Son, the largest steel warehousing 
company in the country, is of special interest. 

“How to Choose Your Steel Supplier” is the 
subject of the series, and the factors of service 
essential to the customer, over and beyond the 
matter of price, are put into proper relationship 
to the needs of the consumer. One of the com- 
ments, on the character and capacity of the sup- 
plier, is of such broad interest as to be worth 
quoting: 

“Is the supplier a good, dependable company 
with a wide range of steels actually in stock so I 
can take full advantage of quantity in differentials 
and save time in ordering and other office details? 

“Am I establishing a business relationship with 
a company which will be able and willing to sup- 
ply me with steel at fair prices next month or next 
year, even if demand should again exceed supply? 

“Can I return material if it has not been proc- 
essed and I find I can’t use it? 

“Can I count on the supplier to settle any rea- 
sonable difference of opinion to my satisfaction? 
Is the supplier customer-minded? 

“Does the supplier have not only the interest 
but also the ability to carry my account in times 
of national stress or possible financial difficulty?” 

These messages have attracted wide interest 
and comment. Every company which is finding 
customers more price-conscious may be interested 
in reminding them of the basics of good supplier 
relationship over the long haul. B 
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J. S. Coleman, President 
Burroughs Corporation 


“Business Publications are essential 
tools of management” 


“To keep abreast of rapidly developing techniques in all areas 
of business operations,” says Mr. Coleman, “is not an easy 
task. Yet, if management is to discharge the responsibilities laid 
upon it, it must be informed both of technical developments 
and, indeed, of events and trends of the nation as a whole.” 

“Without business publications,” Mr. Coleman adds, “the 
job would be impossible. As the size and complexity of the 
job have grown, management has come to depend increas- 
ingly on business publications for information necessary to 
sound judgment.” 

When editorial pages are read with eagerness, advertising 
pages in those same publications have equally high specialized 
value. They provide a direct sales route for any product or serv- 
ice of benefit to business or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D.C. * STeiling 3-7535 


The national association of publishers of 165 technicul, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation of 
3,849,056...audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc....serving and promoting the Business Press 
of America... bringing thousands of pages of special- 


ized know-how and advertising to the men who make 
decisions in the businesses, industries, sciences and pro- 
fessions ... pin-pointing your audience in the market of 
your choice. Write for list of NBP publications and 
the latest ‘“‘Here’s How” booklet, “How We Use the 
Business Press and Why” by William C. Sproull, Direc- 
tor of Advertising of the Burroughs Corp., Detroit. 
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In the issues: of TEXTILE 
WORLD’s service bulletin, ‘Sales 
Signals,” during August and 
September were ten textile-mill 
projects of $1,000,000 to $100,- 
000,000, and over twenty others 
that exceeded $100,000 each. The 
total investment represented by 
these news items alone means a 
lot of business, present and fu- 
ture, for many, many suppliers. 

This is no time to look back in 
study of the textile market for 
capital equipment, since the signs 
now are here that this great in- 
dustry is approaching underca- 
pacity and must expand its 
facilities. Projected population 
growth figures point to industry 
growth ahead. And you will need 
the tools of advertising and in- 
tensified selling to get your prop- 
er share of business in this field. 

The advertising pages of TW 
reach the men responsible for 
buying even before the project 
may be known to you or your 
competitors. Such men must be 
contacted and conditioned to in- 
sure the specifying of your prod- 
ucts. 

TW District Managers will 
gladly bring you up to date on 
the changing spirit in textiles. 
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A McGraw-Hill Publication, 330 West 42nd Strest, New York 36, N.Y. 
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New regime takes over for NIAA 


Staudt, Freeman plan current 
and long range aid to members, 
study HQ needs, visits chapters 


® NEW YORK The look” 
began shaping up for the National 
Industrial Advertisers Association 
as a new regime took over. 
John Freeman, NIAA’s new pres- 
showed up for work several 
days ahead of the originally sched- 
uled starting date of Sept. 15, and 
immediately was caught up in a 
series of conferences with NIAA 
board chairman George L. Staudt, 
advertising manager, Harnischfeger 


Corp., Milwaukee, and other NIAA 


“new 


tisers 


Kearney & Trec 


e, Lindmark 


r. From | 


leaders. They began at once study- 
ing plans for both immediate and 
long term benefits to members un- 
der the new expansion program. 

Messrs. Freeman and Staudt vis- 
ited chapter meetings in Detroit 
and Chicago, where they also met 
informally with chapter leaders, and 
will attend a meeting of the Cleve- 
land Industrial Marketers Oct. 27. 
They will be on hand there for an 
executive committee meeting on 
Oct. 26, and a meeting of the board 
of directors Oct. 27. 

Invitations have been coming in 
to the new president to visit chap- 
ter meetings in various parts of the 


f machine 


and Ginr 


lalow ss 


country. He said that he is eager 
to make such visits later in the fiscal 
year but that he hopes to spend 
most of the next several months at 
NIAA headquarters studying ways 
to bolster and improve the admin- 
istrative machinery which has been 
creaking under the strain of a grow- 
ing membership in recent years. 

The path toward that improve- 
ment has been considerably cleared 
by changes in the constitution and 
bylaws and increased dues, which 
will permit gradual expansion of the 
headquarters staff. 


Machine tool builders hike 
interest in advertising 

® NEW yYorK .. Machine tool build- 
ers are intensifying their interest 
in industrial advertising. 

One evidence is the work of the 
advertising council of the National 
Machine Tool Builders Association, 
whose latest study shows what fac- 
tors most influence machine tool 
advertisers in their selection of me- 
dia (See story on page 46). 

Other evidence includes increas- 
ing activity of machine tool admen 
National Industrial Adver- 
tisers Association. The number of 
from the machine tool in- 


in the 


admen 
dustry at the association’s annual 
Montreal 
attend an 


was the 


NIAA 


conference in 
largest ever to 
convention. 

When Alphons J. John, director 
of advertising, Kearney & Trecker 
Corp., Milwaukee, received the third 
place Putman award at the confer- 
ence, it was the first time a machine 
tool advertiser has been presented 
this annual award. 

Members of the machine tool as- 
sociation attending the NIAA con- 


ference included Ross T. Beirne, 
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NIAA News 


pegins 


advertising manager, Giddings & 
Lewis Machine Tool Co.; R. A. Reed, 
advertising manager, Norton Co.; J. 
D. Wood, advertising manager, 
Jones & Lamson Co.; R. MacClen- 
aghan, advertising manager, Bar- 
ber-Coleman Co.; William Ginrod 
and Charles Tipton of Cincinnati 
Milling Machine Co.; Frank Pen- 
singer, Monarch Machine Tool Co.; 
Vas L. Howe, Pratt & Whitney; 
Andrew Lindmark, Bullard Co.; 
Marshall Hanks, Gisholt Co.; Noel 
O’Daniell, Barnes Drill Co. and K. 
F. Gallimore of Klau-Van Pieter- 
som-Dunlap Associates (Kearney’s 
agency). 


IKA of New York elects 

new officers, except president 

® NEW yYorK .. The executive com- 
mittee of the Industrial Advertising 
Association of New York has elected 
a new slate of officers to serve until 
June 30, 1955. 

The new officers are: Ist vice- 
president, John Lucas, Hazard Ad- 
vertising Co.; 2nd _ vice-president, 
Richard Giovine, Commercial Sol- 
vents Corp.; secretary, C. Gilbert 
Norton, O. S. Tyson & Co., and 
treasurer, Joseph V. Keneally, Un- 
ion Carbide and Carbon Co. 

Douglas Williamson, American 
Hard Rubber Co., will continue as 
president. He was elected in June, 
1953, to serve a two-year term. 


John succeeds Staudt as NIAA 
national director from MIMA 

®@ MILWAUKEE . . George Staudt, ad- 
vertising manager, Harnischfeger 
Corp., Milwaukee, has resigned as a 
national director of the National In- 
dustrial Advertisers Association, be- 
cause of his recent election as NIAA 
board chairman. 

Succeeding Mr. Staudt as an 
NIAA director from the Milwaukee 
Industrial Marketing Association is 
Alphons J. John, director of em- 
ploye-public relations and advertis- 
ing, Kearney & Trecker Corp., Mil- 
waukee. 


CIAA learns how to get sales 
training program out of a rut 
® cnicaco . . If you’re in a rut so 
far as your sales training program 
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is concerned, try a totem pole, or 
Cinerama, or pantomime. 

Members of the Chicago Indus- 
trial Advertisers Association learned 
about such things at their first 
meeting of the 1954-55 season. J. 
R. Walter, Westinghouse Electric 
Corp.’s sales promotion manager for 
the Mid-America region, was the 
teacher. 

He urged industrial companies to 
borrow from the consumer field to 
tell their sales training story dra- 
matically. 

Mr. Walter told how such dra- 
matic sales training techniques paid 
off for Westinghouse. But he warned 
that such practices demand more 


work and enthusiasm from those 
planning the programs. 

Mr. Walter demonstrated several 
of the devices his company used to 
pep up its sales training program. 
The devices included: 


1. A totem pole made of colored 
hat boxes mounted on a metal pole 
to dramatize the fact that no 
salesman wants to be “low man on 
the totem pole.” 


2. A Cinerama-type of strip film 
process, presented with three 
screens and three projectors. A dif- 
ferent picture may be shown on 
each individual screen or the entire 
expanse may be used for a large, 

Continued on page 130 
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Wy Industrial advertisers will be 
interested in a paper which J. N. 
McDonald of the Anaconda Copper 
Mining Co. and G. W. Morrison of 
the Ingersoll-Rand Co. are prepar- 
ing on industrial budgets. The paper 
will be read at the coming conven- 
tion of the NIAA in Cincinnati. 

In the early part of 1928, Mr. 
Morrison conducted a survey among 
42 industrial advertisers in order to 
find out how publicity budgets are 
divided. A paper on this subject 
was read at the NIAA convention 
last year. Within the 12 months fol- 
lowing the convention, more than 
200 requests for copies of this paper 
were received from industrial ad- 
vertisers in all parts of the world. 

As a result of the interest shown, 
the program committee suggested 
that the survey be extended so that 
additional information might be 
available this year. 

The questionnaire this year has 
been sent to almost 800 industrial 
companies. This list includes both 
large and smail advertising appro- 
priations. 

The tabulations of replies already 
have guaranteed a very interesting 
and instructive paper. 


FAS 


‘aa 


OF INDUSTRIAL MARKETING 


# Twelve prize awards will be of- 
fered for the best exhibition of in- 
dustrial advertising at the Cincin- 
nati NIAA convention this year. 
Ernest L. Becker of the H. W. Roos 
Co. has been appointed chairman of 
the committee on prize awards. 
INDUSTRIAL MARKETING again will 
present a sterling silver cup for the 
best exhibit of industrial advertis- 
ing. This has been a custom ever 
since the association began its an- 
nual convention and prize awards. 
In past years this cup was won by 
the Link-Belt Co., Chicago; Hyatt 
Roller Bearing Co., Newark; Kear- 
ney & Trecker Corp., Milwaukee; 
Bakelite Corp., New York, and 
Cincinnati Milling Machine Co. 


= For a number of years there 
has been a gradual accumulation of 
surplus copies of the annual pro- 
ceedings of the NIAA. Arrange- 
ments recently were made by F. U. 
Webster, chairman of the commit- 
tee, for the distribution of 1,700 
copies of tie past proceedings 
through the National Association of 
Teachers of Marketing and Adver- 
tising. Thus material, which would 
otherwise have been wasted, has 
been used constructively. Ea 





Penetration... a 


right through plants 


to the minds of men! 


To the radio engineer, “Proceedings of the I-R-E” has an 
especially close relationship. It is his personal possession, 
not a company subscription. There are no company 
memberships in the IRE. “Proceedings of the I-R:E” goes 
straight to the engineer and follows him as his private 
possession wherever he goes. 


These men responsible for engineering progress are the 
ones who must be sold before your product is purchased. 
Selling is a matter of reaching the minds of men since a 
“company cannot sign a purchase order.” Wherever radio 
engineering activity is the greatest, companies employ 
IRE members. An engineer moves into a new job in 
advance of production and “Proceedings of the I-R-E” with 
its advertising accompanies him as his personal property. 


Founded in 1913, “Proceedings of the I-R-E” is the 
authoritative work-book of America’s fastest expanding 
industry. It puts your sales message monthly before the 
“thinking and doing” engineers in the fabulous, fast-moving 
radio-electronic industry. Circulation 41,625 (ABC). 


Engineers are educated to specify and buy! 


Published by 


THE INSTITUTE OF RADIO ENGINEERS 
Advertising Department 
1475 Broadway, New York 36,N. Y. BRyant 9-7550 


CHICAGO - BEREA, OHIO - LOS ANGELES - SAN FRANCISCO 


To give you 

a complete 

selling program 

to radio and 
electronic engineers, 


IRE provides all 3! 


“Proceedings 
of the 1.R.E.” 


puts your product 
promotion monthly 
before the “thinking and 
doing” engineers in the 
fabulous, fast-moving 
radio-electronic industry, 
Circulation 41,625( ABC) 





IRE DIRECTORY 


provides 35,000 
engineers educated to 
buy and specify with 
your detailed product 
data for ready reference 
all year long. 





RADIO 
ENGINEERING SHOW 


...the eye-opening event 
of each radio-electronic 
year...where over 

40,000 engineers come 
to you for all that’s new. 


For complete facts, 
ask IRE about all 3! 





Engineers are educated 
to specify and buy. 


The Institute of Radio Engineers 


Adv. Dept. 

1475 Broadway 
New York 36, N. Y. 
BRyant 9-7550 
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NIAA 


re. Mr. Walter dem- 
w this device can_ be 

ven a dull subject 
Silhouettes of three salesmen 
ed behind a screen, pantomim- 
tape recording, “How to sell 


type of movie in 
salesman solves a mys- 


case and finds “the almighty 


White elected president 
ef Oregon chapter 

® PORTLAND, ORE Hal White, pur- 
, Hyster Co., Port- 
s the new president of the 
Industrial Advertisers As- 
He has served as secre- 
er of OIAA 
il elected 
es W. Murphy, Carter Rice Co 


vice-president; Morris L 


were 


OTIcers 


Searcy Advertising Agency, 
r, and Arthur E. Smith, 


E. Smith Advertising, secre- 


Admen hear seven steps 
to setting an ad budget 
® NEW YORK Seven steps are re- 
1 for setting up an industrial 
ing budget. members of the 
Advertisers Association, 
chapter of NIAA, were 


eps were presented at IAA’s 
1 meeting ol the 1954-55 season 
by W. B 


ctor of the Industrial Advertising 


Montague, managing di- 


Research Institute, Cleveland 
The institute has conducted a 
project to set up a seven-step plan 
for establishing the industrial ad- 
vertising budget. The steps, as out- 
lined by Mr. Montague, are: (1) 
eview broad company aims and 
‘ies, (2) ascertain specific sales 
objectives, (3) obtain research data 
on markets, (4) analyze such in- 
formation, (5) formulate program 
and budget, (6) review results with 
the sales department and (7) pre- 
sent the budget to top management 
Before Mr. Montague’s talk, Col 
Russell L 


Publishing Co., Chicago, sponsor of 


Putman of the Putman 


the Putman Awards, presented 
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prizes to four of the New York area 
winners of the contest who had not 
been present at the 32nd annual 
NIAA conference in Montreal in 
June (IM, July) 

IAA celebrates its golden anni- 
versary next year. The theme for 
the year is “50 years of progress in 


industrial marketing.” 


IMD launches eighth annual 
industrial advertising course 
® petroIt . . The Industrial Mar- 
keters of Detroit is co-sponsoring 
its eighth annual industrial adver- 
tising course 

The other sponsor of the 10-week 


course is the University of Michi- 


gan’s extension service. 

The course covers all phases of 
industrial advertising. It is designed 
for beginners in advertising, for ad- 
vertising people who want a re- 
fresher course, and for anyone else 
interested in industrial advertising. 
Classes are held at night. 


Davis named secretary, Detroit 
chapter; Wilder resigns 

@ peTroIt .. John T. Davis, adver- 
tising manager, Kent-Moore Organ- 
ization, Inc., has been elected secre- 
tary of the Industrial Marketers of 
Detroit. He succeeds Thomas Wild- 
er, Wolverine Tube Div., Calumet 


& Hecla, who resigned. & 


Where travelers can find NIAA activity 








The Advertising Man's Best Buy! 


NIAA...the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole story | 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations 


Name 
Company _- 


Nature of business 
Address 








How to walk 


into the boss 


HERE'S A LOT that isn’t known about industrial advertising. 
But you owe it to yourself to be equipped with the known 
facts, to be able to quote the known experiences. 


NIAA membership can help you be a man who knows the 
answers. At chapter meetings you'll trade experiences with fellow 
advertisers, agency men, representatives of media and the graphic 
arts. You'll find well-organized round tables, panel discussions, 
and business-like presentations by men in your business. 


Your membership also entitles you to draw on the library of 
information on readership, budgets, media practices, research, etc., 
organized and released by NIAA headquarters. As an example of 
such activities, you'll want to know about the new NIAA Research 
Institute. Organized last year, it is starting operations with an 
$80,000 fund, subscribed by hard-headed business men, for the 
sole purpose of getting more facts about industrial advertising. 


When you walk in to the boss with the answers, you’re walking 
into a better business future for yourself. Send the coupon today 
and get the full story on NIAA membership. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 





PROMPT DELIVERY OF MATERIALS TO THE BUILDING SITE ON SCHEDULE 
by R. L. Sweet Lumber.Co., Kansas City, Kansas, shows one of the essen- 
tiel services American Lumberman dealers provide to contractor cus- 
tomers. Subscriber—26 years, rating—$500,000 to $750,000. 


This year lumber 


& building products | 


EDUCATION ON NEW PRODUCTS; NEW IDEAS, AND NEW METHODS, as 
exemplified in this contractor show of the Ebenreiter Lumber Co., She- 
boygan, , is another of the essential services American Lumberman 


g dealers give contractor customers. Subscriber—7 years, rating—$200, 
ealers store counters Rego 


This year, their $3 billion in sales to contractors 
will account for about 37% of retail lumber and 
e building products dealers’ $8 billion total sales vol- 
- will he THE FINALG ji a a me) yl ae ume. This is an important segment of dealers’ busi- 
ness. It will equal their volume of “direct to consumer” 
sales, and will exceed their sales to farmers and In- 
dustry. 

_ Their contractor sales are to the 119,000 commercial 
f G3 billion of builders who are erecting 70% of the nation’s new 
or homes... 950 of whom build fewer than 25 houses 
per year, with the average contractor erecting only six 
houses annually. Naturally, therefore, the amazing 
amount and variety of the lumber dealer’s services 

° 4 are absolutely essential to the average contractor. 
building products For contractor customers the dealer acts as local 
purchasing agent, warehouseman, salesman, expediter, 
delivery agent, and guarantor for over 2,000 different 
building products of wood, metal, plastic and masonry 
not including the differences in size, quality and 


to contractors 


Retail lumber and building products dealers also 
| a“ 
i Sf": 





AMERICAN 


& BUILDING PRODUCTS MERCHANDISER 


Editorial & Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinols 

















PLAN BOOKS, DRAFTING, OFFICE AND WORKSHOP FACILITIES, QUICK, DELIVERY AND’ MATERIALS HANDLING EQUIPMENT of Merritt Lumber 


ACCURATE ESTIMATING AND GUARANTEE OF PRODUCTS SUPPLIED are Yards, Inc., Reading, Pa., is typical of heavy mechanical equipment 
services provided by American Lumberman dealers which are essential to bought and used by American Lumberman dealers to service contractor 
their contractor customers. Above, the sales counter of the Borland customers. Subscriber—55 years, rating—$500,000 to $750,000. 


Lumber Co., Oil City, Pa., subscriber—27 years. 








HUGE YARD, LARGE INVENTORY OF MATERIALS IN DIFFERENT SIZES AND RENTAL SERVICE ON TOOLS AND EQUIPMENT, of the Hyde Park Lumber 
GRADES, PROTECTIVE WAREHOUSING AND RAILROAD SIDING LOCATION Co., Cincinnati, Ohio, is representative of the many essential services 
of Hixon-Peterson Lumber Co., Toledo, Ohio, is exemplary of American American Lumberman dealers provide to contractor customers. Subscriber 
Lumberman dealer facilities essential to contractor customers. Subscriber —38 years, rating—$500,000 to $750,000. 


—56 years, rating—over $1,000,000. 


provide their contractor customers with plan and For cuidance with their contractor sales and serv- 
drafting services. assistance with financing, customer ice problems, dealers turn to American Lumberman 
conference facilities, new products and methods in- & Building Products Merchandiser— their bi-weekly 
formation, estimating. cutting material to size to save business magazine. And there they find exactly the 
hand labor and time on the job. custom millwork kind of ease history editorial help they need to profit- 
fabrication, materials handling, scheduling and de- ablv serve and cee contractor business. 
livery of materials to the building site, equipment. oe = pages of American Lumberman 
jig and tool rental, ete. .. vive advertisers prompt access to the interested atten- 
In fact, dealers’ credit, equipment, facilities and tion of the over 23.000 dealers who control the final 
services are so vital to the average contractor, opera- 3 feet of sale for more than 80° of the lumber and 
tive builder and building mechanic, that the dominant lastidiine products sold to contractors. 
merchandising factor in this part of the building 


products market is the dealer. 


American oN : : 


American Lumberman: FIRST IN THE FIELD—I1873 © BIGGEST “im 


DEALER CIRCULATION—over 23.000 retailers © BIGGEST WHOLE- rnd, tering 
SALER CIRCULATION—more than 2.300 ¢ TIMELY—published 2 


<MANDISe9 
every other Monday, 26 issues per year © MAXIMUM VISIBIL- 


1ry—readable, news format, flat opening saddle-stitched bind- 
ing @® HIGHEST ABC SUBSCRIPTION RENEWAL RATE—77.98% e@ 
RESULTFUL—the prestige, authority and usefulness of its edi- 


torial services increases believability. impact and effect. 


Published every other Monday 


Financiol 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 





employe communications 


public relations 


hy RAS —_ 


by Robert Newcomb 
and Marg Sammons 








“B PAY MY Pt 
Received from Customers 


$12,806,640 


$14,842,797 





50.4 


ie in | Wages 


YE (cents) 


$ 6,454.09 


$ 6,788,626 
45.7 





iG ) em 


All a Paymeats 


pee Doiiae eeceiven (cents) 46.3 


$ 5,927,041 





7 a ae ae 


=n left over ™ 
Pbetore Dividends $ 425,505 


FER COLL ae BECEIVES (cents) 3.3 


Te CA 


$ 7,107,151 
47.9 





$ 947,020 
6.4 


(Based on figures reported to the Interstate Commerce Commussion) 


L cetacean 


Special Report. . A: 


Should companies publish 


annual reports for employes? 


Who's doing it, why and how 


® ONLY A FEW years ago the sug- 


gestion that management talk fi- 
nances with employes was laughed 
off. It was bad enough, 
protested, that 
share their financial trials and 
tribulations with the stockholders. 
When it unlocking the 
corporate closets so that the wage 


some firms 
concerns had _ to 


came _ to 


slaves could peek in, nothing doing! 

The changes that have occurred 
in management’s opinions are not 
precisely revolutionary. There are 
still thousands upon thousands of 
organizations that play the financial 
report close to their chests. 


A few months ago, however, the 
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returns were tallied in a_ nation- 
wide contest to determine the best 
The 
jury was a distinguished one, 
headed by Dean Kenneth E. Olson 
of the Medill School of Journalism, 
Northwestern University, and_ in- 
cluding S. R. Bernstein, editor of 
Advertising Age; Robert L. Bliss, 


managing editor of Public Relations 


annual reports to employes. 


Journal and executive vice-presi- 
dert of the Public Relations Society 
of America; Carl C. Harrington, 
editor of Mill & Factory, and John 
A. McWethy, assistant managing 
editor of the Midwest edition of 
The Wall Street Journal. 


Industry’s relations with 
Employes/ Stockholders 

Distributors/Suppliers/ 

Neighbors 





This might serve as a thumbnail 
impression of what the contest dis- 
closed, and as a checklist for those 
concerned with the communication 
of business and economic facts: 

1. The employe annual report is 
taking on an identity of its own 
In the past, many companies have 
preferred to distribute to employes 

if they distributed anything at 
all . . the actual stockholder report. 
The employe was invited to read it 
if he felt like it, and understand 
what he could of it, which was gen- 
erally little. Recently an impressive 
managements have 
begun to issue tailor-made reports 
for the employes. (In the contest, 
six of the nine companies whose 
rated highest devoted an 
entire publication to the report 
not just a portion of an employe 
magazine). 


percentage of 


reports 


2. The new type of employe report 
planning. In the contest, a 
slapped-together version of the 
stockholder report, milked down for 
didn’t 


scorers 


shows 


employe consumption, rate 
too high. The high 
those that had clearly been planned 
for a long time ahead. 

3. While the language is simpler, 
talks stuffily to 
It doesn’t show up in 
the higher-scoring entries too much, 
but farther down the line a tend- 
ency reveals itself to write pontifi- 
cally, and the judges spotted it. 
4. The reports are 
lively and pictorial. In its conver- 
sion to the kind of report employes 
prefer, the 


were 


management still 
employes. 


newer, better 


apparently 
product today seems much livelier, 
Some 
of the more extreme entries go to 
cartoon techniques and similar 
methods (with both good 
and bad), but in general the visual 
acceleration is in the direction of 
better pictures, graphs. 


Continued on page 138 


read and 


more colorful and _ pictorial. 


results 


simpler 





Ane” AGAIN in'54... 


the most used directory in 4 of 5 
plants receiving if is... 


MacRAE "§ 00 
@< BOOK 
Again in 1954 MacRAE’s BLUE BOOK is industry’s preferred source of 
pre-buying information. Again the evidence comes direct from the nation’s 


“blue-chip” plants. Key executives in these plants, replying to a question- 
naire mailed with the 1954 BLUE BOOK, reveal these facts: 


e@ 4 of 5 plants receiving the BLUE BOOK use it “exclusively” 
or “principally”’ in seeking product sources. 


@ 7 out of 10 plant executives think it a smart policy for adver- 
tisers to list sales offices as well as home office in the BLUE 
BOOK. 


Buying decision makers in the more than 19,000 dominant points 
of industrial purchasing which receive MacRAE’S annually have 
repeatedly re-stated their preference for MacRAE’S. They prove 
that preference by consulting the BLUE BOOK when they are ready 
to buy. That is why BLUE BOOK advertising has produced results 
for 63 years, longer by far than any other industrial directory. 


Reserve your space in the 1955 BLUE BOOK now. 


FORMS CLOSE DECEMBER 15. 


Full facts in the folder, "WHERE AND WHEN”... 
Write for your free copy today. 


ONE BOOK ccrverien 


MacRAE’S scox 


18 East Huron Street, Chicago 11, Illinois 





Main Line or Branch Line -THE TREND IS S] 


The Budd Company is building Full Length Dome Cars now 


One more advance in the all-stainless stee! de luxe coach fiel 
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Read: 
PITTSBURGH'S DRESSING UP WITH STAINLESS 


BEHIND YOUR TELEPHONE — BELL RESEARCH 


C. F. Hoffman, Editor 
Walker & Downing, Advertising 
Pittsburgh, Pa. 





To stimulate imagination 


--- to promote sales 


For 16 years STEEL HORIZONS’ copiously illustrated stories 
of interesting, unusual, and varied applications have stimulated 
the imagination of Allegheny Ludlum’s customers and prospects 
... promoted the sale of its products. 

Recently, the International Council of Industrial Editors voted 
its top award to this external house magazine...“‘In recognition 
of exceptional accomplishment in achievement of purpose, ex- 


cellence of editorial content and effectiveness of design.” 


Photography does it so well 


House organs are just one of the many ways photography serves as 
an effective tool of advertising. Check this list of 11 basic advertis- 
ing functions and see if you are making full use of the help photog- 


raphy offers. 


[] Market Research— Photo-re- 
porting: still and movie studies of buy- 
ing habits; product application pic- 
tures; record shots of displays. 


[] Plans and Presentations — 
Pictures of typical market conditions. 
Slides for presentation of charts, sug- 
gested layouts for ads, and dummies 
for booklets and brochures. 


[] Layout and Illustration for 
magazine and newspaper ads, direct 
mail, sales and service literature, calen- 
dars, car cards, billboards: product 
pictures; installation and application 
pictures; background and atmosphere 
photos; photocopies. 


C)] Packaging—Product pictures; 
how-to-use photos; photo lettering; 
photo composition. 


[] Merchandising Displays 
(window, counter, floor) —Product in- 
stallation, application and demonstra- 
tion photos—life-size, jumbo; back- 
ground and atmosphere photos. 


[_] Trade Shows —Product, instal- 
lation, and application photos and 


blowups. Sequence stills and movies 
for demonstration. 


[] Public, Stockholder, and Em- 
ployee Relations — Product, plant, 
situation, candid, and portrait pictures 
for house organs (internal and exter- 
nal); photographs of new or improved 
products and on interesting or unusual 
events for news release; institutional 
movies; slides for illustrated talks. 


[] Sales, Sales Training, and 
Service—Product, installation, ap- 
plication, and service pictures; sales 
bulletins and manuals; stills, slides, 
movies for presentations and exhibits. 


[] Television Production— 
Dramatic and other programs; films of 
products in use; stills for commercials; 
photographic backgrounds. 


C) Printed Production—Prints, 
transparencies, films for photomechan- 
ical requirements; photocopies. 


[J] Administration— Miniature 
prints of layouts and/or ads in process 
or completed; office copying, micro- 
filming for record files and storage. 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 





employe communications . . 


These, 


some of the highlight impressions. 


generally speaking, are 
Among the directives suggested by 
the sponsors of the contest were 
these, and they might also be help- 
ful to communicators on the brink 
of an employe annual report: Start 
working on your report early . . not 
days or weeks ahead, but months 
ahead: watch out for the plush 
product .. the kind of thing that 
dazzles and overawes; keep the re- 
port for employes pictorial .. for 
the obvious reason that they prefer 
pictures and understand them bet- 
ter than statistics, and finally this 
important one: Check reader ac- 
ceptance before the report is issued, 
by conducting a cross-section sam- 
pling among typical prospective 
employe readers. 

A contest of this type . 
of its kind ever held 
provoked a large number of ques- 
tions, as well as a great variety. 


. the first 
naturally 


Here’s an attempt to reply to some 
of them: 

First, naturally, it might be asked 
what type of concern won high 
grades. It isn’t easy to answer that 
one, except by sounding off some 
of the names and letting the reader 
judge for himself. The top three, 
tied for first place, were the Erie 
Railroad, Esso Standard Oil Co. and 
Revere Copper and Brass. These 
were followed, in close formation, 
by Atlantic Refining Co., Swift & 
Co., Monroe Calculating Machine 
Co. and two paper concerns 
Champion Paper and Fibre Co. 
and The Mead Corp. On the whole, 
heavy industry was well repre- 
sented in the winning group. 

Is there any standard form of re- 
porting to employes? No, the judges 
found none other than the simpli- 
fied balance sheet developed by the 
American Economic Foundation, 
which is in rather wide use. Most 
report arrangers apparently strove 
for novelty. 

Is there any evidence that the 
interim issued more fre- 
quently than once a year and de- 
signed to supplement the employe 
annual report, is on the increase? 
Yes, there is definitely a sign in this 
direction, although the majority of 
reports are still issued annually. 


report, 
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What is the status of the personal 
or group meeting of employes as a 
means of issuing the report? It is 
healthy and it’s growing. United 
States Rubber Co., Aluminum Co. 
of America and Pitney-Bowes are 
among the outstanding companies 
in the country to personalize the 
employe annual report. 

What did the contest prove? Gen- 
erally, it appeared to prove that 


there is a growing interest on man- 
agement’s part in sharing informa- 
tion with employes. 


NOTE: There are available a few 
copies of the names of the contest 
winners, together with the details 
of the contest discussed here. If 
any reader would care to have a 
copy, drop a note to the authors of 
this column in care of IM. & 





Communications man of the month.. 


By tape recorder, Champion’s president 


tells employes about finance 


Reuben B. Robertson, Jr. 


® COMMUNICATING with employes is 
not a complex matter. It doesn’t 
take any particular skill. It’s easy 
and it’s reasonably effortless. What 
it takes is a willingness to speak 
out frankly. fully and simply. What 
it takes is an appreciation of the 
fact that people who work for a 
compeny are interested in it and 
What it 


takes is a basic, sincere respect for 


want to feel a part of it. 


people on a payroll. 

What it takes, Reuben B. Robert- 
son, Jr., president of the Champion 
Paper & Fibre Co., Hamilton, O., 
has in abundance. Among the-slow 
freights of comraunication, he is a 
streamliner. 

The Champion techniques of em- 
ploye communication have a rhythm 
of their own. It is generated at the 
top, and everyone has heard it and 
understood it. That’s because the 
main man in the front office says 


the right things, at the right time, 
in the right way. 

Latest of the Robertson communi- 
cations systems is the interview by 
tape recorder. This is not new to 
the newspaper and general maga- 
zine craft, but it’s new to employe 
communication. And the Robert- 
sonian talent for forthright answers 
means that the men and women in 
the mills and offices hear what they 
want to know, in ways they under- 
stand, from the source they prefer. 
Robertson paid an implied compli- 
ment to his employe 
paper, “The Log,” when he invited 


company’s 


the editor and three associates in 
for a tape-recorded interview on 
Champion’s annual report. In shirt- 
sleeves, and on a first-name basis, 
the interviewers asked direct ques- 
tions about business in the past, 
business in the future, possibilities 
of recession, job security and other 
matters often regarded as off limits 
by administrators. The result is a 
masterpiece of an interview, pub- 
lished in the current issue of “The 
Robertson uses the tape re- 
corder in connection with the pro- 


Log.”’ 


duction of his quarterly processed 
newsletter. This is another candid 
and refreshing exploration of how 
things are going at Champion. 

If there’s a newer, better way of 
communicating with employes, Reu- 
ken Jr. wants to know about it, and 
he'll add the method to the Cham- 
pion communications kit. Thanks to 
his frankness, foresight and affec- 
tion for people, it’s a mighty good 
kit just as it stands. e 
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You reach steel industry buyers in the living room, too 


When you put your sales messages to the steel industry 
in Biast Furnace anp STEEL PLAnt, you're literally 
“hitting home’’—every month, nearly half of our readers 
receive and read BLast FURNACE AND STEEL PLANT at 
home, when they can give its pages full attention. 
You’re reaching the men in the steel industry who 
authorize purchases, too. BLast FURNACE AND STEEL 
Piant talks about subjects that arouse their interest 
new methods, current steel plant problems and _ their 


solutions. BLast FURNACE AND STEEL PLANT gives these 

home-reading steel men information they don’t want to 

miss. That’s why this “Engineering Authority of the Stee! 

Industry” gives you ABC audited coverage of: 

@ Over 90% of all steel plant officials with buying 
authority; 

@ Every steel plant in the United States, Canada and 
most foreign countries. 


Why not call or write us for the complete story today? 


BLAST FURNACE AND STEEL PLANT 


1S PUBLISHED BY 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 
Phone COurt 1-1214 
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BOSSY’S BUSINESS: At $7 a head annually, it’s a formidable market 
for Morton’s new trace-mineralized salt. Even so, the 1.4 mil.tons 
a year potential is just a sprinkle compared to the CPI’s needs. 
Process users consume some 15 million tons annually .. . total 
output, up 2% times over pre-War II level, is 20 million tons, 


SUPER SACK is this five-ton collapsible rubber 
and fabric monster being inspected here by 
its Firestone makers. For shipment of carbon 
blacks in less-than-tank-car lots, it’s the 
latest to join the industry’s jumbo packag- 
ing trend. Did you know the CPI uses 18% 
of all containers in U. S. manufacturing? 


super sack, bossy'$ business, no crash dive, 


NO CRASH DIVE! The hatch cover’s part of a tank car 
—the submerging gentlemen is a corrosion engi- 
neer, a mighty important factor in process plants. 
‘Corrosion costs industry some $8 billion a year. 
And the CPI’s vulnerable nature creates a vast mar- 
ket for coatings, special materials and equipment. 


Potentials loom large in the Chemical Process Indus- 
tries. They shape up bigger than ever... for packagers, 
chemicals producers, makers of corrosion-resistant coat- 
ings, materials, equipment. For in this steam-rolling 
industry of industries, management is constantly pres- 
suring for better products, cost shortcuts and production 
speed-ups. That’s why so many executives are such avid 
readers of CHEMICAL WEEK ... it brings them the big 
picture that keeps them apace of really significant 
events and trends throughout the whole field. 





Quick to sense a story, relentless in sifting the dollar 
impact of the news, crystal-clear in its terse interpreta- 
tions of the facts . . . CHEMICAL WEEKk’s big, mobile 
editorial staff spotlights important CPI happenings from 
all over the world. That’s why more than 26,000 key men 
pay to read it, attest its value as the chemical business- 
man’s sourcebook. And that’s why nearly 500 CPI mar- 
keters place more advertising here than any other 
weekly magazine in the field. In the process industries 
,.. it’s management’s own magazine. 








ALERT MANAGEMENT goes big for CHEMICAL WEEK north of the border too. Here’s Cana- 
dian reader A. H. Carter, General Manager of Sherwin-Williams’ Green Cross Products 
Div. He’s also President of the Canadian Agricultural Chemicals Ass’n. About 
CW, Mr. Carter says ... “I always look forward to CHEMICAL WEEK... it gives 
me more information in a smaller space than any other publication we receive.” 


alert management, and... Chemical Week 


in the chemical process industries ... . it’s management’s own magazine 


A McGRAW-HILL PUBLICATION » ABC-ABP ~ McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 
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Something Different. . 


Outdoor advertising? No, it’s 


Poster heads and art tackle a specific indusirial selling problem 


® ADS WITHOUT Copy are being used 


to tackle a particular industrial 
selling problem of Permacel Tape 
Corp., New Brunswick, N. J. 

The two-color full pages say 


everything in poster heads and 
a technique usually re- 


Fords 


in outdoor advertising rather than 


pictures 
served for baby foods and 
for industrial products in business 
papel ads 

The unusual reason for the un- 
usual approach: 

The company’s Permacel and 
include 88 


products with hundreds of applica- 


Texcel lines different 


tions in dozens of industries. The 
market is so broad that the broadest 
possible appeal was sought. 

The company decided on_ the 


“consumer-type” copy approach as 
a powerful one that would tell a 
simple sales story in a way that 
readers and buyers would remem- 


ber 


142/03 t 


Each ad is a simple comparison 
of the kind of 
application of Permacel tapes, un- 


widest industrial 
der a headline that always begins: 
“Whatever the job .” The re- 
mainder of the head simply labels 
the objects on which the tape is 
used: “printing plates . . or dinner 
plates.” 

The campaign is supplemented 
by other ads, aimed at specific in- 
dominant 
illustrations and copy. The 
schedule includes Auto Body & Re- 
conditioned Car, Automotive News, 
Susiness Week, Bus 
Commercial Car 

News, Electrical 


Manufacturing, Electronics, Factory 


dustries and also using 


short 


Aviation Week, 
Transportation, 
Journal, Design 
Management & Maintenance, Fin- 
ish, Geyer’s Topics, Industrial Dis- 
Maintenance, 
Modern Packaging, Motor, Motor 
Age, New Digest, Of- 
fice Appliances, Office Management, 


tribution, Industrial 


Equipment 


Parade, Paper Sales, 
Purchasing, Purchasing Directory, 
Trailer Dealer and Volt Age. 

The agency is Aitkin-Kynett Co., 
Philadelphia. 

Supporting the campaign and the 
salesmen is a catalog containing a 
123-page section wherein each page 


Packaging 


presents a cut-out photo of a prod- 
uct (to show what it looks like) 
and a photo of the product in use 
(to show what it can do). 

On each page are two small copy 
blocks, one headed “What It Is” and 
the other “What It Does.” The re- 
sult is a true buying tool . . power- 
ful in its simplicity and clarity. 

Making the product-in-use photos 
was not easy. Advertising Manager 
Franklin W. Bartle, who directed 
more than a year of planning and 
effort for the catalog production, 
said that the advertising staff went 
to its lists of customers for each 
type of tape, found out from com- 
pany salesmen what each tape was 
used for, and then assigned a field 
photographic service to take each 
photo. 

The loose-leaf, 178-page catalog 
includes 181 photos, 21 pages of 
specialized technical information, 22 
pages of company data, hard covers, 
complete indexing and section tabs 

. most of which were features that 
customers recommended when they 
were consulted by company sales- 
men and admen in the _ planning 
stage. 
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What It Is, Does . . Typical page 
n catalog offers two photos, two copy 


*ks to show what an item is and does. 





The center 
of the world 
has changed... 


o 
et ae 
—J 3 


|) WACKER DR. | 


for Russell T. Gray, Inc.! 


If you are planning to enlist new Advertising 
Assistance we hope you will make a note of the 
fact that Russell T. Gray, Inc., is now in new and 


more efficient offices at 155 North Wacker Drive. 


Come Up! We’ll be glad to see you! 


RUSSELL T. GRAY, INC. 


4, 4 
WO} 


Our New Address: 155 North Wacker Drive, Chicago 6, Illinois 
Same Telephone Number: Central 6-7750 








ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Something Different. . 


Outdoor advertising? No, it’s 


Permacel in business papers 


Poster heads and art tackle a specific indusirial selling problem 


® ADS WITHOUT COPY are being used 
to tackle a_ particular 
selling problem of Permacel Tape 
Corp., New Brunswick, N. J. 

The two-color full 


industrial 


pages say 


everything in poster heads and 
a technique usually re- 


Fords 


advertising rather than 


pictures 


served for baby foods and 
in outdoor 
for industrial products in business 
paper ads. 
The unusual reason for the un- 
usual approach: 
The company’s Permacel and 
include 88 


products with hundreds of applica- 


Texcel lines different 


tions in dozens of industries. The 


market is so broad that the broadest 
possible appeal was sought. 

The company decided on_ the 
“consumer-type’ copy approach as 
a powerful one that would tell a 
simple sales story in a way that 
readers and buyers would remem- 


ber 
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Each ad is a simple comparison 
of the kind of 
application of Permacel tapes, un- 


widest industrial 
der a headline that always begins: 
“Whatever the job . The re- 
mainder of the head simply labels 
which the 


the objects on tape is 


used: “printing plates . . or dinner 
plates.” 

The campaign is supplemented 
by other ads, aimed at specific in- 
dominant 
illustrations and short copy. The 
schedule includes Auto Body & Re- 
conditioned Car, Automotive News, 
Aviation Week, Business Week, Bus 
Commercial Car 
Electrical 


Manufacturing, Electronics, Factory 


dustries and also using 


Transportation, 


Journal, Design News, 


Menagement & Maintenance, Fin- 
ish, Geyer’s Topics, Industrial Dis- 
Maintenance, 
Modern Motor, Motor 
Age, New Equipment Digest, Of- 
fice Appliances, Office Management, 


tribution, Industrial 


Packaging, 


Packaging Parade, Paper Sales, 
Purchasing, Purchasing Directory, 
Trailer Dealer and Volt Age. 

The agency is Aitkin-Kynett Co., 
Philadelphia. 

Supporting the campaign and the 
salesmen is a catalog containing a 
123-page section wherein each page 
presents a cut-out photo of a prod- 
uct (to show what it looks like) 
and a photo of the product in use 
(to show what it can do). 

On each page are two small copy 
blocks, one headed ‘What It Is” and 
the other “What It Does.” The re- 
sult is a true buying tool . . power- 
ful in its simplicity and clarity. 

Making the product-in-use photos 
was not easy. Advertising Manager 
Franklin W. Bartle, who directed 
more than a year of planning and 
effort for the 
said that the advertising staff went 
to its lists of customers for each 
type of tape, found out from com- 
pany salesmen what each tape was 
used for, and then assigned a field 
photographic service to take each 
photo. 

The loose-leaf, 178-page catalog 
includes 181 photos, 21 pages of 
specialized technical information, 22 


catalog production, 


pages of company data, hard covers, 
complete indexing and section tabs 
. most of which were features that 
customers recommended when they 
were consulted by company sales- 
the planning 


men and admen in 


stage. 
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If you are planning to enlist new Advertising 
Assistance we hope you will make a note of the 
fact that Russell T. Gray, Inc., is now in new and 


more efficient offices at 155 North Wacker Drive. 


Come Up! We'll be glad to see you! 
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All Industry Acclaims Need 
for DOBOnoAaaIoOn 


RESPONSE TO INITIAL ISSUE SIGNIFIES NEW 
HIGH IN READER ENTHUSIASM 


‘“‘NEEDED THIS FOR YEARS’’ 
SAY READERS 


...» for example: 


"There is a definite need for a magazine 
such as yours and I would venture to 

say that it will be thoroughly read and 
digested by anyone looking ahead. We've 
waited a long time for AUTOMATION." 


Industrial Engineer 
Johns-Manville Corp. 


"Your magazine fulfills a need that has 
existed for years. Formerly, it was 
necessary to read many publications to 
obtain...information on automation." 


Engineer 
Reed Roller Bit Co. 


"I am most happy to see that a publisher 
has started a much needed magazine on 
automation...The engineering work that 
we do in our department is largely for 
"automation' and your new magazine will 


be a real asset." 
Advisory Engineer 
Westinghouse Electric Corp. 


"AUTOMATION fills a need which we 
have felt for a long time and I am 
sure will prove a constant, practical 
help to us in our everyday thinking 
and planning." 
Piant Engineer 
Corning Glass Works 


"The first issue of AUTOMATION 
indicates that the magazine is going 
to fill a spot which has hitherto 
been almost completely untouched." 


Ch. Engr. 
Interchemical Corp. 
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MEETS THE NEEDS OF 
DIFFERENT JOB FUNCTIONS 


... for instance: 


"We are no longer just Electrical, 
Mechanical, Civil, Electronic or 
Industrial Engineers. The world of 
‘Automation' has deemed we integrate all 
of these special talents into the new 
realm of Automation Engineering." 


Commercial Dev. Engr. 
Varco, Inc. 


"A real help for management. Essential 
if a company plans to stay alive." 


Planning Mgr. 
Hercules Motor Corp. 


"Your first issue contains a large 
amount of practical information which 
I have not seen in any other magazines. 
The big question in the minds of a lot 
of engineers must be — 'How can I use 
AUTOMATION in my plant?' — This 
magazine looks like it will supply a lot 
of those ideas." 

Piant Engineer 

National Mfg. Co. 


A PENTON PUBLICATION 











Bb hese comments, and hundreds more, 
spell out the need for this magazine of 
automatic production. 

It’s the kind of response that every editor 
dreams of someday receiving. It’s the evi- 
dence of high reader interest that every 
advertising man and sales manager wants. 
Here is an audience throughout all industry 
—the audience that is spearheading the drive 
for more automatic production. 

Up to now, these men have gotten a little 
information here and a little there, scattered 





— 


> 


through many different publications. That's 
why they need AUTOMATION. The maga- 
zine that is needed by the readers is needed 
by the advertiser to close the gap in his 
selling effort. 
Seventy-eight advertisers took advantage of 
this opportunity in the initial issue. Twenty- 
first of second month preceding publication 
is closing date. Write, wire or phone for 
space. 
AUTOMATION, Penton Bidg. 
Cleveland 13, Ohio 








ANSWERS NEED FOR INTER-INDUSTRY 
EXCHANGE OF INFORMATION 


»».among men like these: 


"We are very much interested in 
AUTOMATION. We feel it is the first 
publication of its kind, fostering 
automation in industry." 


Works Engineer 
E.1. du Pont de Nemours & Co., Inc 


"Very good — it covers a field 
heretofore scattered among many other 


magazines." 
Dept. Chief 


Western Electric Co. 


"Your magazine will fill a much needed 
vacancy in the Field of Technical Papers 
.Your coverage of Automatic Control 

Equipment is most thorough." 


Plant Engineer 
Anchor Hocking Glass Corp. 


"We, aS a company, are using more and 
more automation along with remote 
control. We believe that this magazine 
will give us ideas for future 


installations." 
Electric Des. Engr. 


Phillips Petroleum Co. 


"Have already found many good ideas in 
your first issue. Have referred to 
friends in other industries." 


Industrial Engineer 
Allegheny-Ludium Steel —_ 


NEEDED IN SMALL AND LARGE 
PLANTS TO CUT COSTS 


..» for example: 


"A very fine source 
of information for those 
in the smaller plants." 


Production Manager 
Sanborn Company 


"While in aircraft production we do not 
have full automation, many semi- 
automatic devices are used. The ads, 
descriptions and articles help us to 


keep up-to-date." 
Production Methods—Chief 
Douglas Aircraft Co., Inc. 


"I believe this is one of the finest and 
most needed magazines of the day. There 
is some erroneous thinking that 
automation is confined to some 
industries only and there is much lack 
of information on this subject. This 
magazine is a light in the darkness." 


Mechanical Engineer 
ACF Industries, Inc. 


"With the present day trend of greater 
mechanization throughout all 
manufacturing processes, your 
publication appears to be in on the 


ground floor." 
Designer, Special Mchy. 


Allis-Chalmers Mfg. Co. 


_HbooonnGIo0n 
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All Industry Acclaims Need 
for DOBOHoRAGIOO 


RESPONSE TO INITIAL ISSUE SIGNIFIES NEW 
HIGH IN READER ENTHUSIASM 


“‘NEEDED THIS FOR YEARS’’ 
SAY READERS 


... for example: 


"There is a definite need for a magazine 
such as yours and I would venture to 

say that it will be thoroughly read and 
digested by anyone looking ahead. We've 
waited a long time for AUTOMATION." 


industrial Engineer 
Johns-Manville Corp. 


"Your magazine fulfills a need that has 
existed for years. Formerly, it was 
necessary to read many publications to 
obtain...information on automation." 


Engineer 
Reed Roller Bit Co. 


"I am most happy to see that a publisher 
has started a much needed magazine on 
automation...The engineering work that 
we do in our department is largely for 
‘automation' and your new magazine will 


be a real asset." 
Advisory Engineer 
Westinghouse Electric Corp. 


"AUTOMATION fills a need which we 
have felt for a long time and I am 
sure will prove a constant, practical 
help to us in our everyday thinking 
and planning." 
Plant Engineer 
Corning Glass Works 


"The first issue of AUTOMATION 
indicates that the magazine is going 
to fill a spot which has hitherto 
been almost completely untouched." 


Ch. Engr. 
interchemical Corp. 
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MEETS THE NEEDS OF 
DIFFERENT JOB FUNCTIONS 


... for instance: 


"We are no longer just Electrical, 
Mechanical, Civil, Electronic or 
Industrial Engineers. The world of 
'Automation' has deemed we integrate all 
of these special talents into the new 
realm of Automation Engineering." 


Commercial Dev. Engr. 
Uarco, Inc. 


"A real help for management. Essential 
if a company plans to stay alive." 


Planning Mor. 
Hercules Motor Corp. 


"Your first issue contains a large 
amount of practical information which 
I have not seen in any other magazines. 
The big question in the minds of a lot 
of engineers must be — 'How can I use 
AUTOMATION in my plant?' — This 
magazine looks like it will supply a lot 
of those ideas." 
Plant Engineer 
National Mfg. Co. 


A PENTON PUBLICATION 











Bb hese comments, and hundreds more, 


automatic production. 

It’s the kind of response that every editor 
dreams of someday receiving. It’s the evi- 
dence of high reader interest that every 
advertising man and sales manager wants. 
Here is an audience throughout all industry 
—the audience that is spearheading the drive 
for more automatic production. 

Up to now, these men have gotten a little 
information here and a little there, scattered 
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spell out the need for this magazine of 


through many different publications. That's 
why they need AUTOMATION. The maga- 
zine that is needed by the readers is needed 
by the advertiser to close the gap in his 
selling effort. 
Seventy-eight advertisers took advantage of 
this opportunity in the initial issue. Twenty- 
first of second month preceding publication 
is closing date. Write, wire or phone for 
space. 
AUTOMATION, Penton Bidg. 
Cleveland 13, Ohio 








ANSWERS NEED FOR INTER-INDUSTRY 
EXCHANGE OF INFORMATION 


»..among men like these: 


"We are very much interested in 
AUTOMATION. We feel it is the first 
publication of its kind, fostering 
‘automation in industry." 


Works Engineer 
E.1. du Pont de Nemours & Co., Inc. 


"Very good — it covers a field 
heretofore scattered among many other 


magazines." 
Dept. Chief 


Western Electric Co. 


"Your magazine will fill a much needed 
vacancy in the Field of Technical Papers 
...Your coverage of Automatic Control 
Equipment is most thorough." 


Plant Engineer 
Anchor Hocking Glass Corp. 


"We, aS a company, are using more and 
more automation along with remote 
control. We believe that this magazine 
will give us ideas for future 


installations." 
Electric Des. Engr. 


Phillips Petroleum Co. 


"Have already found many good ideas in 
your first issue. Have referred to 
friends in other industries." 


Industrial Engineer 
Allegheny-Ludium Steel Corp. 


NEEDED IN SMALL AND LARGE 
PLANTS TO CUT COSTS 


.. + for example: 


"A very fine source 
of information for those 
in the smaller plants." 


Production Manager 
Sanborn Company 


"While in aircraft production we do not 
have full automation, many semi- 
automatic devices are used. The ads, 
descriptions and articles help us to 
keep up-to-date." 


Production Methods—Chief 
Douglas Aircraft Co., Inc. 


"I believe this is one of the finest and 
most needed magazines of the day. There 
is some erroneous thinking that 
automation is confined to some 
industries only and there is much lack 
of information on this subject. This 
magazine is a light in the darkness." 


Mechanical Engineer 
ACF Industries, Inc. 


"With the present day trend of greater 
mechanization throughout all 
manufacturing processes, your 
publication appears to be in on the 


ground floor." 
Designer, Special Mchy. 


Allis-Chalmers Mfg. Co. 
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Permacel in business papers. . 


ac 
142 


The catalog was distributed by 
the salesmen, each of whom re- 
ceived an allotment based on _ his 
estimated sales potential. 

Inside the front cover of each cat- 


alog is a registration card, which 
the customer is requested to fill in 
and mail back to Permacel. The 
card served the company in these 
ways: as a receipt for the catalog, 
as an addition to the mailing list for 
supplementary pages, and as a part 
of a record showing how many cat- 
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Shorthand Sketch. .Artis: 


view of industrial item for parts manual 


Exploded views for manuals 
are easier, cheaper this way 


‘Shorthand’ sketching offers hope for low cost literature 


@ “SHORTHAND SKETCHING may save 
you money .. and make your cus- 
tomers happier. 

“Shorthand” sketching is a new 
method, which, its users say, makes 
it possible to produce illustrated 
catalogs or parts manuals for few- 
of-a-kind” machines economically. 

Heretofore, the large expense of 
illustrating such manuals with ex- 
ploded views either by photographs 
or line drawings has restricted their 
use to equipment produced in fair- 
ly large quantities. For equipment 
produced in limited quantity, such 
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illustrated manuals cost too much 
per unit. 

Joseph S. Vogel & Co., Newark, 
N. J., specialists in technical illus- 
tration, report that a method has 
been developed by which such 
manuals can be produced at a frac- 
tion of their former cost. 

The key to the low cost is the 
“shorthand” sketching, which en- 
ables artists to sketch, in perspec- 
tive, 100 parts an hour. 

The Vogel company reports that 
an aircraft component requiring 
more than 750 parts drawings was 


alogs each salesman had distributed. 

Is the company happy with the 
result? Says Mr. Bartle: 

“The expense was considerable, 
but it was worth it and if we were 
starting a new catalog today, we’d 
do it the same way all over 


again.” a 


BOX INSERTING DRIVE MECHANISM 


Finished Drawing. . Exploded view, 


irawn from sketch (left) is printed offset. 


sketched in an eight-hour day by 
an artist using this method. 

Such preliminary sketches are 
used to check for parts omitted by 
error, to determine allocation of 
parts on each page of the manual 
and as a guide for artists preparing 
the final drawings. 

Economies started by the “short- 
hand” sketches are carried through 
in the final drawings, which are 
done without any time-consuming 
shading. Another cost-cutting meas- 
ure is the use of pre-printed draw- 
ings of common parts. 

Vogel claims the “shorthand” 
sketching and other economies can 
cut the cost of a parts manual pro- 
duced by those methods to one- 
tenth of one produced by conven- 
tional methods. 

The methods provide a means of 
giving customers illustrated manu- 
als on machines, which ordinarily, 
would be too costly. = 





PD&D can help you sell vl . 
the men responsible ie 
for product design & development 


Product Design & Development News was 
created in 1946 as a new kind of publication 
(1) to reach the maximum number of the men 
who specify component parts and materials in 
the Original Equipment Market; (2) to do so 
at low cost; and (3) to produce, if possible, 
tangible evidence of advertising readership. 

The key to lower cost and tangible evidence 
of ad readership proved to be saving readers’ 
time. This we did by restricting the size of ad- 
vertisements—as well as editorial—and by 
providing a system of obtaining additional in- 
formation through PD&D. 

Today over 5,000 readers send 28,000 requests 
for additional information each month. 57% of 
these are in response to advertisements. 

This is the story of PD&D, condensed for Since its founding, each issue of PD&D has 
; : . shown an advertising gain over the correspond- 
business management, which is appearing ing issue of the preceding year until today we 
have over 600 active accounts. 
regularly in The Wall Street Journal. For $200 a month you can have tangible 
evidence that your advertising is being read by 
the kind of people you want to reach. 


at thet y . PRODUCT DESIGN & DEVELOPMENT NEWS 
will help you sell your managemen published by Franklin H. Johnson, Inc. 
216 E. 49 St., New York 17, N.Y. © MUrray Hill 8-3493 





I sincerely hope this small space advertising 


as effectively as we know small space 
advertising in PDED will help 
you sell the Original Equipment Market. 


SPATS 


oenreee 


If the complete PD&D story is not in your files, you can find it 


under Classification 120 of Standard Rate & Data, Business 





Publication Section, or we will naturally be delighted to forward it to you. 


PRODUCT DESIGN & DEVELOPMENT NEWS 


Published by Franklin H. Johnson, Inc. 
216 E. 49th St., New York 17, N. Y. * Phone: MUrray Hill 8-3493 


or call in the nearest PD&D representative: 

NEW YORK: Al J. Kaiser, Vice President, and Franklin H. Johnson, Jr. 

NEW ENGLAND: Al J. Kaiser, 12 Hillsdale Rd., Wapping, Conn. * Mitchell 9-1694 
CLEVELAND: James J. Shalvoy, 850 Euclid Ave. * Superior 1-6700 

DETROIT: James J. Shalvoy, 424 Book Building * Woodward 1-9404 

CHICAGO: Ed. J. Hughes, Jr.; John B. Holmes, 333 N. Michigan Ave. * Central 6-1016 
LOS ANGELES: The Maurice A. Kimball Co., Inc., 2550 Beverly Blvd. * Dunkirk 8-6178 
SAN FRANCISCO: The Maurice A. Kimball Co., Inc., 681 Market St. * Exbrook 2-3365 
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.. help sell at Foundry Show 


Work just like real thing, cut exhibiting costs, too 


® THE FOUNDRY industry, which is 
mechanizing more and more, now 
appears to be mechanizing its show 
exhibits 

Evidence of this was the variety 
of new, miniature operating models 
of molding machines, finishing ma- 
chines and other foundry equipment 
seen by 15,000 visitors at the 1954 
Foundry Show in Cleveland. 

Although the cost of a miniature 
operating model may be $5,000 
or range up to $25,000 . . exhibitors 
figure they provide an effective 
demonstration method, far lower in 
cost than would be a demonstration 
of the equipment itself. 

For example, International Mold- 
ing Machines, LaGrange, IIl., had 
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two miniature molding machines in 
operation at the show. The actual 
machines which these miniatures 
duplicated would have filled a 
fourth of one exhibit hall at a pro- 
hibitive cost. 

For some exhibitors, a $5,000 
miniature represented a_ $25,000 
piece of equipment . . and the cus- 
tomers got a chance to see the actu- 
al operation. 

In one exhibit, demonstrators 
lauded the results of particular core 
oil, while across the hall another 
exhibitor was actually baking cores, 
using a competitive product, his 
only purpose being to demonstrate 
a dielectric core dryer. Foundrymen 
visitors could pocket a sample shell- 
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How many brands 
does a Civil Engineer carry ? 


In a recent survey, 75 civil engineering 
executives of general contracting firms 
listed the brands of construction equip- 
ment they preferred. The questionnaire 
neither coached nor coaxed. In the box on 
the right we have shown the type of 
equipment and the number of brands 
mentioned. It indicates that Civil Engi- 
neers find it necessary to carry many 
brands in mind. This is another reason 
why you'll want to reach and sell the 
38,000 Civil Engineers who monthly read 
CIVIL ENGINEERING. It’s your best 
buy for selling the engineered construc- 
tion markets. 
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Number of Brands Mentioned by 75 Civil Engineers 
in Survey of Equipment Preference 


Number Brands Pas tiasaus Number Brands 
Mentioned squepment Mentioned 
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” Equipment P 
° Shovels Conveyors hs 
: Draglines Rollers : 
om Compressors Graders 
s Drills Aggregate Plants e 
° Trenchers Finishers ° 
° Elevating Graders Vibrators ° 
. Bulldozers Cranes : 
ss Scrapers Hoists : 
ie Shovel Loaders Pile Drivers e 
e Tractors Pumps e 
° Tractor Wagons Power Generators bd 
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ENGINEERS ARE EDUCATED TO SPECIFY AND BUY 





AMERICAN 
SOCIETY OF 
Civil 
CIVIL ENGINEERING ic 
The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 


33 WEST 39TH STREET, NEW YORK 18, NEW YORK 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


stober 1954 / 148 








The tabulations - 


Textile Industries is received and read by more 


mill men than any other textile publication according 


to the industry’s most comprehensive survey 


13,957 questionnaires were sent to officials and department 
heads of 5,985 U. S. textile mills. 3,661 replies were re- 
ceived for a 26.2% return. In both the “received” and 
“read” classifications —- charted on the right — TEXTILE 
INDUSTRIES is first among mill officials, managers, superin- 
tendents and department heads. 

This pattern of leadership holds true in mills engaged 
in preparatory processing, spinning, throwing, weaving, 
knitting, dyeing, bleaching and finishing in every major 
textile producing region in the United States. 

No study of comparable size heretofore has been made in 
the textile industry. The survey was conducted by a na- 


tionally known firm of Certified Public Accountants. Re- 
sults were tabulated by the Service Bureau of IBM. A 
complete tabulation will be made available to you on request. 

In summarizing, it is apparent that TEXTILE INDUSTRIES’ 
plan of combining large paid circulation with Directed Dis- 
tribution is the sensible way to provide the nearest possible 
complete coverage of all textile mill buying influences. Its 
leadership in readership is satisfying evidence that TEXTILE 
INDUSTRIES is providing the practical editorial help that 
operating mill men seek. 

To sell America’s huge textile manufacturing market 
TEXTILE INDUSTRIES is your basic advertising medium. 


One of the W. R. C. Smith Publications 


TEXTILE INDUSTRIES 


S06 Peachtree Street, N.E., Atlanta 5, Georgia 
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are In... 


QUESTION: Which of the following magazines do you receive regularly? 


Cee 


PUBLICATION 5 ES 2961 
PUBLICATION C 


PUBLICATION D 
PUBLICATION E 
PUBLICATION F 


QUESTION: Which of the following magazines do you read regularly? 


TATE INDUS Sm 
PUBLICATION 5 mmm 2907 
PUBLICATION C [aa 


PUBLICATION I... 
PUBLICATION E 


PUBLICATION F 


e 
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Foundry show .. 


mold casing, actually poured on the 
exhibit floor, and then head for a 
competitor's booth to evaluate at 
first-hand the comparative merits of 
equipment for this newest casting 
process. 

Working models of especial in- 
terest included a scale model ex- 
hibited by Whiting Corp., Harvey, 
Ill., and cut away to permit oper- 
ational study of a foundry operation 
from yard to mold. A scale model of 


Watching Air Move .. Sh 


a 400-square-foot plant, shown by 
Lester B. Knight & Associates, Chi- 
cago consulting engineers, showed 
how a plant operation method de- 
signed to reduce labor costs by a 
third did double duty for the ex- 
hibitor. In addition to its use at the 
show, it has been used for in-plant 
training of executive personnel. §& 


you gage sales potential 


Divides nation into 111 areas, gives industrial data on each 


® NEW YORK Are you selling 
your quota of lubricants to food 
product manufacturers in the Balti- 
more area? How many circular saws 
should you expect to market to the 
lumber industry in Oregon, outside 
of the Portland area? Where should 
you concentrate your limited sales 
force to achieve maximum sales of 
your organization’s product? 

Every industrial company can 
now work out the answers to these 
and other questions of sales poten- 
tial for any major industrial group- 
ing in any one of 111 geographical 
areas in the country, thanks to the 
recently issued “Industrial Market 
Planning Workbook.” Prepared by 
the research service of McGraw-Hill 
Publishing Co., New York, the 
workbook pages of 
charts and statistics, together with 


contains 347 


detailed instructions for their use. 

Three additional aids to obtaining 
marketing information go with the 
book . . a market and buyers iden- 
tification chart, and two wall-size 
maps, one showing leading U. S. in- 
dustrial areas by counties, the other 
showing industrial distributors and 
value added by manufacture in each 
U. S. county. 

The greater part of the volume is 
devoted to 111 two-page spreads, 
one for each of the areas into which 
McGraw-Hill has divided the coun- 
try. 

Figures given for each area include 
the total number of establishments 
of all sizes, larger organizations by 
employe size group and total em- 
ployes by number and percentage of 
U. S. total within the industry, for 


the following industrial groups, sub- 
divided into a total of 36 industries: 
manufacturing, contract construc- 
tion, mining, public utilities, trans- 
portation, communications, whole- 
sale trade, retail trade, finance, in- 
surance and real estate, and serv- 
ices. 

Introductory passages explain in 
detail to the individual marketer 
just how he is to use the book to 
obtain the answers to the sales 
questions in which he is interested. 
Essentially, the per cent of available 
business is computed by employing 
calculations involving percentages 
of total employes in any industry 
and area, and figures regarding per- 
centages of total national sales ac- 
counted for by that industry. Ap- 
plied to these calculations is a so- 
called “industry weight,” composed 
of sales and purchase studies for 
consuming industrial markets. One 
spread is devoted to a sample work- 
sheet filled out with notes and with 
marginal explanatory matter. 

Statistics in the book were de- 
rived from establishment and em- 
ploye figures from the Bureau of 
Old Age and Survivors’ Insurance 
as revealed in County Business Pat- 
terns reports for the first quarter of 
195i and published by the Depart- 
ments of Commerce and Health, 
Education and Welfare. The book 
was produced under the supervision 
of John C. Spurr, McGraw-Hill re- 
search service director, and _ is 
marked to sell for $20 a copy. It will 
be made available without charge to 
industrial organizations that clearly 
have legitimate need for it. ® 












DUSTRIAL LABORATORY DEVELOPS 
fo CESS...4 froduct Market 


FOR COMPONENTS, MATERIALS, 
CHEMICALS AND FINISHES 


W, Here’s how Mr. A. |. Roshkind, an industrial research-development 
executive, an INDUSTRIAL LABORATORIES reader, 
explains the background of his firm's newest development. 


“Successful production must be _ investigations, analyses, and pilot 
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preceded by a sound laboratory _ plant work. Several hundred com- 

development program. This is _ binations of materials and manu- 

the formula used by the Research facturing techniques were studied 

and Engineering Division of — during this phase of the program. 5 
A. B. Dick Company in develop- — production scale equipment 

ing the wie patented, Azograph = which evolved from this pilot 

duplicating process. plant work was initially operated 

“Following our original concep- _ by our laboratory engineers, un- 

tion of Azograph were long _ til all of the major difficulties 

periods of exhaustive laboratory were overcome. 






“It was then released to the Manufacturing Division. 











“During the development of the process, our engineers also perfected 
an Azograph.duplicating. machine. The requirements for this dupli- 
cator called for complete chemical and mechanical compatibility, as 
well as highly efficient operation. 








“All components and other original equipment incorporated 
in the Azograph were selected by our laboratory heads. 
Because of the chemical nature of the process, problems 
of materials and finishes in this equipment were critical 
and were also closely controlled by specifications 
initiated in our Research and Engineering Division. 










“Our,Jaboratories are constantly striving for further improvements 
“in the Azograph products as well as in our other duplicating products. 
They continually seek developments which will enable us to make 
further contributions to office duplicating.” 


Allan I. Reshhind, vice rresiden 


Research and Engineering 
A. B. DICK COMPANY 
Chicago, Illinois 
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sales promotion 


comment on catalogs 


exhibits 7 motion pictures 





Rogers ‘watch makers’ build models that work like real thing 


® NO SALESMAN can lug a ten-ton 
machine around and demonstrate it 
on a prospect’s desk top. But sales- 
men from Samuel C. Rogers & Co., 
Buffalo, N. Y., come awfully close. 

Rogers makes massive grinding 
machines for sharpening heavy duty 
knives used in the paper and wood 
products industries. 

The company has solved its dem- 
onstration problem by making mini- 
atures of its giant machines. Plenty 
of companies make models of their 
products, but Rogers’ models actu- 
ally work . . just like the real thing. 

More than 650 hours went into 
designing, re-scaling, engineering 
and building two tiny 32-lb. models 
of the 10-ton giants. 

Parts were machined on equip- 


ment ordinarily used for watch 


making. Component part makers 
contributed 
of their equipment. These included 
the Mancel Co., Buffalo, which pro- 
vided a five-feed oiler, and the 
Ruthman Machinery Co., Cincin- 
nati, which built a miniature cool- 


scaled down versions 


ant water gusher pump. Four 1/50 
h.p. electric Bodine 
Electric Co., Chicago, provide power 


motors from 
for the two models. 

The models were fitted with cases 
for easy carrying. Now a salesman 
can lug one into a prospect's office, 
set it up on a desk top, plug it into 
an ordinary electric outlet and begin 
the demonstration. The first two 
models have been so successful that 
Rogers plans to build several more. 


ideas 


booklets / direct mail 


slide films / sales helps 


Does show promotion work? 
Signode cuts corners, finds out 
When you exhibit in an industrial 
show, do you send customers and 
prospective customers free show 
tickets beforehand? Are they used? 


page 158 
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WHICH piece of equipment 
did the water superintendent buy? 


Answer: BOTH 


B. C. Gosney 


AuBURN, WASHINGTON (population 6,497) 
spends $30,000.00 a year on water works 
and sewerage equipment. The key man is 
B. C. Gosney. His title is Superintendent of 
the Water Department. But, like many other 
water works superintendents, he also acts 


in the capacity of Sewerage Superintendent. 


Mr. Gosney has a lot to do with purchas- 
ing, and he takes his magazine reading 
seriously. Years ago he studied all the 
hydrant advertising in THE AMERICAN CITY 
and selected those made by Eddy Valve 
Company, which he now uses exclusively. 
An article in THE AMERICAN CITY on sewer 
cleaning led him to the purchase of a 


Flexible Sewer Rod Cleaning Machine. 





American City 











Mr. Gosney writes: “THE AMERICAN City 
has been crossing my desk.since 1928, I leaf 
through each issue looking for articles and 
information on sewerage and water works. 
I often show stories on other municipal 
problems to the appropriate department 


heads.” 


THE AMERICAN CIty is written to satisfy 
not only the needs of men like Mr. Gosney, 
but also the officials in charge of street con- 
struction, traffic, parks, street lighting, and 
public utilities. City managers and mayors 
find in it a wealth of material to help them 
in their administrative jobs. Boost your sales 
to cities and towns by a continuous adver- 


tising program in THE AMERICAN CIty. 


3 








Metal: 
Engineering 
at Gulf Oil 


As discussed by Dr. B. B. Wescott, Executive 
Vice-President, Gulf Research & Development 
Company, and Mr. L. W. Vollmer, Director, 
Materials and Production Chemistry Division 


“Gulf is an important user of metals for drilling, produc- 
tion, transportation and refining equipment. That’s the 
biggest part of our metals engineering work here, advis- 
ing on the selection of the metals best suited for each job. 

“In sales, we must study metals used by our petroleum 
products customers. To produce cutting fluids and oils 
tor quenching, tempering, rolling, forming and hot 
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Inspecting the results of continuous metal cutting fluid tests 
at Gulf’s research center are: C. N. Bowers, Materials Section 
Head, Materials & Production Chemistry Division; B. B. 
Wescott, Executive Vice-President, Gulf Research & Devel- 
opment Company; F. F. Versaw, Shop Superintendent, 
Engineering Division; and L. W. Vollmer, Director, Mate- 
rials & Production Chemistry Division... all members of the 
American Society for Metals and readers of Metal Progress. 


forging, we must understand the problems involved. 


“Auto makers, in designing higher compression en- 
gines, continually create new problems involving fuels and 
lubricants. Oil companies collaborate with the zuto makers 
to find the best solutions, which may require a new alloy, 
a different treatment for metal parts, a modified fuel or 
lubricant, or even a combination of these improvements. 


“Because metals are of such major importance in all 
of our own operations and in the use of our products by 
our customers, many of our men are Metals Engineers— 
the readers of Metal Progress. We depend on them in 
making many product and purchase decisions and in 
promoting full and effective utilization of our products.” 





Magazine of 24,000 Metals Engineers 


Metal 
Progress 


A publication of the American Society for Metals 


Originator and sponsor of the National Metal Exposition 


7301 Euclid Avenue, Cleveland 3, Ohio 











Sales promotion ideas .. ..:: 





Signode Steel Strapping Co., Chi- 
cago, sends out such tickets and has 
developed an ingenious method of 
finding out whether they are actual- 
ly used. 

Before sending out the tickets, 
Signode’s sales promotion staff sim- 
ply clips two opposite corners of all 
tickets. After the show starts, the 
campany arranges to check over all 
tickets. Then quickly _ riffling 
through the tickets’, company admen 
pick out all those with clipped cor- 
ners. Because opposite corners are 
clipped, it difference 
whether a ticket is upside down or 


makes no 


backwards. 

Signode feels that if 6° of the 
tickets it mails out show up at the 
gate its investment in tickets and 
mailings have been justified. 

The company now has a policy of 
mailing out as many as 20,000 tick- 
ets for shows in which it is partici- 
pating. The tickets go to customers 
and prospects within a 500-mile ra- 
dius of the show. 

Signode believes the extra ex- 
pense of extra tickets and large 
mailings are justified for good will 
alone. The company reports it has 
received many letters from custom- 
ers and prospects “thanking us for 


Parts Panels . . Hund: 
screw & Mfg. C 
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our consideration and returning the 
tickets with their regrets at not be- 
ing able to attend.” 

Such letters are followed up by 
Signode salesmen. 

More tangible 
worth of pushing trade show par- 
ticipation through letters and free 


evidence of the 


tickets, Signode reports, is that one 
such letter resulted in a $10,000 first 
order from a candy company after 
the production manager came to see 
Signode products in action at a 
show. And this was a 
where the Signode salesman never 
had been able to get past the pur- 
chasing agent before. 


company 


Index of technical literature 
helps customer get information 

Hundreds of pieces of technical 
literature are indexed for easy ref- 
erence in a booklet put out by 
Minneapolis-Honeywell Regulator 
Co.’s industrial division, Philadel- 
phia. 

All the literature put out by the 
division is listed in the booklet, 
which is divided according to type 
of literature and subject. Customers 
can check booklet, 
quickly find literature they seek 


through the 


and send for it. 


2 : 
Cut on the Bias. . Zipper in sales 
man’s case is placed at an angle so front 

jown and stays down, giv- 


ccess to folders inside. 


New ‘angle’ for sales aids 
keeps Bryant salesmen happy 

The salesmen were complaining: 
“We have to tear our books apart 
too often and leave parts with cus- 
tomers.” 

Their lament was understand- 
able. Bryant Chucking Grinder Co., 
Springfield, Vt., makes 12 machines, 
many of them with special features. 
Many customers would want to have 
literature that others couldn’t care 
less about. 

Bryant abandoned bound sales- 
men’s books in favor of file folders. 
Salesmen began carrying a specially 
designed leather bag containing 12 
file folders, each one having a com- 
plete story on one of the Bryant 
machines. The whole folder or any 
part of it could be left with the cus- 
tomer. And the salesmen order new 
folders as they are needed. 


‘Piggy-back blotter’ is new, 
efficient direct mail piece 

An efficient promotional device 
called the “Piggy Back Blotter” has 
been developed by Haskell Printing 
& Stationery Co., New York. 

It’s a direct mail piece that con- 
sists of a 9x4” blotter attached to 
the same size post card. The post 
card, as well as the blotter, has 
space for an advertising message. 
But most of its space is taken up 
by a regular 512x3” business reply 
card, which is made easily detach- 
able by perforations. 

Blotter and post card fold against 
each other to make a card that 
mails for 1c. 


Continued on page 160 





@ IDEAS play a vital part in creating success- 
ful exhibits ... like this outstanding Proctor & 
Schwartz exhibit at the 1954 Textile Show. 


You want to put the best in fresh, exciting, 
thought-stimulating ideas into your display 
work .. . and we would welcome the chance to 


present our ideas to you. 


GARDNER DISPLAYS 


PITTSBURGH * NEW YORK 


CHICAGO * DETROIT 
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What's in a mail box? 
You'd be surprised 

A lot of acoustical contractors are 
finding mail boxes in their mail 
boxes these days. 

The mail box is a direct mail 
piece, promoting you guessed it 

direct mail advertising. 

The mail boxes are sent out by 
National Gypsum Co., Buffalo, 
maker of Gold Bond _ acoustical 
products. The people receiving the 
boxes are National Gypsum’s fran- 
chised acoustical contractors. 

The mail box, of shiny aluminum, 
is the standard kind that everyone 
hangs above the front door bell. It 
comes stuffed with promotional ma- 
terial. 

The first thing that meets the eye 
is a piece of National Gypsum Co. 
letterhead stationery with an un- 
cancelled three-cent stamp pasted 
at the top. Accompanying text, ad- 
dressed to Goid Bond Acoustical 
contractors, starts off: “With this 
postage stamp, you can do a heap 
of selling . .” 

The’ letter goes on to announce 
a new cooperative direct mail pro- 
gram. It tells how a direct mail 
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campaign will help build business, 
how to start building a mailing list 
for the campaign and how National 
Gypsum will pay one-third of the 
cost of such promotion. 

Along with the letter, the mail 
box contains a folder explaining the 
program in more detail and copies 
of four post card-size mailers each 
with an attention-getting gimmick 
(toy balloon, rubber band, etc.) at- 
tached, three larger direct mail 
pieces and a copy of the “Decibel,” 
the company’s external promotional 
publication. 

“Here in this package,” says the 
introductory letter, “is everything 
you need for a well-planned direct 
mail program 4 


Product ‘dissection’ is good 
sales tool for Baker-Raulang 

Dissecting its product in print be- 
fore the eyes of prospective custom- 
ers is proving a valuable sales tool 
for Baker-Raulang Co., Cleveland, 
industrial truck manufacturer. 

The company has produced a 
four-color booklet that includes a 
series of 20 pictures showing the 
most important components of fork 


trucks. 
A Baker electric truck is used as 


a “specimen” in the demonstration. 


Each picture shows the outline of 


the truck and has the particular 
part or system being explained out- 
lined in red. Explanatory copy and 
more detailed pictures accompany 
each picture. 

The booklet can be used as a ref- 
erence manual for executives con- 
cerned with the operation and 
maintenance of industrial fork lift 
trucks. 


Ditto, ditto 

Genetics gave Ditto, Inc., Chicago, 
two natural born promotion items. 

Ditto makes duplicating machines 
and supplies. Chairman of the board 
is T. W. Robinson, Jr., and vice- 
president is S. P. Robinson . . iden- 
tical twins. Publicists dubbed them 
“the Ditto twins.” 


whence 


Tool company takes to the air 
to make sales, service calls 

Planes belonging to Red Devil 
Tools, Irvington, N. J., have flown 
more than 500,000 miles speeding 
up the company’s sales and service 
programs. 

The company has to maintain 
contact with thousands of paint and 
hardware dealers throughout the 
country. It reports that the plane 
is ideal for this type of work 
“covering more miles and making 
more calls in a given time than 
could possibly be made using pub- 
lie transportation.” 

Red Devil began using planes 
eight years ago and recently bought 
its fourth plane, a_ twin-engine 
Beechcraft. The plane is flown by a 
company pilot ® 
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Who uses the Composite Catalog 7? 





In the oil fields 
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everybody uses the composite catalog 


In the exploration, drilling, production and pipe line 
divisions of the oil industry, everyone with buying influence 


uses the Composite CATALOG. 


By actual request from oil companies, independent 
operators and contractors, CoMPOSITE CATALOG is distributed 
to 11,500 key equipment buyers. Scope of each company’s 
operations and need for the catalog is thoroughly checked 
in advance. Recent surveys prove that an average of four 


men use each copy requested. 


Here is thorough, documented coverage of buying 


power; assurance that your product information is used by 


actual buyers. Ask your nearest Gulf Publishing Company 
representative to show you the current “Identification 


* of Buying Power” list of these buyers in the Oil 


Producing-Pipe Line Industry. 


If your equipment or services are used in the oil 
fields, your catalog should be on file in the Composite 
Cataoc. It will be at the right place .. . at the right time 

. when oil men are ready to buy. Current edition, in 
two volumes, has 5,200 pages, cataloged by almost 500 


equipment-service companies. 


Chly COMPOSITE CATALOG of Cl Field. Gpuspment-|| 


GULF PUBLISHING ' COMPANY 


Apecialized PEIROLUM Srcblications 


Houston (6), 3301 Buffalo Drive, LY-4301 


New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 


Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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What's in a mail box? 
You'd be surprised 

A lot of acoustical contractors are 
finding mail boxes in their mail 
boxes these days. 

The mail box is a direct mail 
piece, promoting . . you guessed it 
. . direct mail advertising. 

The mail boxes are sent out by 
National Gypsum Co., Buffalo, 
maker of Gold Bond acoustical 
products. The people receiving the 
boxes are National Gypsum’s fran- 
chised acoustical contractors. 

The mail box, of shiny aluminum, 
is the standard kind that everyone 
hangs above the front door bell. It 
comes stuffed with promotional ma- 
terial. 

The first thing that meets the eye 
is a piece of National Gypsum Co. 
letterhead stationery with an un- 
cancelled three-cent stamp pasted 
at the top. Accompanying text, ad- 
aressed to Gold Bond Acoustical 
contractors, starts off: “With this 
postage stamp, you can do a heap 
of selling . .” 

The’ letter goes on to announce 
a new cooperative direct mail pro- 
gram. It tells how a direct mail 
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campaign will help build business, 
how to start building a mailing list 
for the campaign and how National 
Gypsum will pay one-third of the 
cost of such promotion. 

Along with the letter, the mail 
box contains a folder explaining the 
program in more detail and copies 
of four post card-size mailers each 
with an attention-getting gimmick 
(toy balloon, rubber band, etc.) at- 
tached, three larger direct mail 
pieces and a copy of the “Decibel,” 
the company’s external promotional 
publication. 

“Here in this package,” says the 
introductory letter, “is everything 
you need for a well-planned direct 
mail program 


Product ‘dissection’ is good 
sales tool for Baker-Raulang 

Dissecting its product in print be- 
fore the eyes of prospective custom- 
ers is proving a valuable sales tool 
for Baker-Raulang Co., Cleveland, 
industrial truck manufacturer. 

The company has produced a 
four-color booklet that includes a 
series of 20 pictures showing the 
most important components of fork 


trucks. 

A Baker electric truck is used as 
a “specimen” in the demonstration. 
Each picture shows the outline of 
the truck and has the particular 
part or system being explained out- 
lined in red. Explanatory copy and 
more detailed pictures accompany 
each picture. 

The booklet can be used as a ref- 
erence manual for executives con- 
cerned with the operation and 
maintenance of industrial fork lift 
trucks. 


Ditto, ditto 

Genetics gave Ditto, Inc., Chicago, 
two natural born promotion items. 

Ditto makes duplicating machines 
and supplies. Chairman of the board 
is T. W. Robinson, Jr., and vice- 
president is S. P. Robinson . . iden- 
tical twins. Publicists dubbed them 
“the Ditto twins.” 


Flying Salesman. . Red Devi 
plane speeds sales, service 
wh 


wnerevel nenever 


Tool company takes to the air 
to make sales, service calls 

Planes belonging to Red Devil 
Tools, Irvington, N. J., have flown 
more than 500,000 miles speeding 
up the company’s sales and service 
programs. 

The company has to maintain 
contact with thousands of paint and 
hardware dealers throughout the 
country. It reports that the plane 
is ideal for this type of work 
“covering rnore miles and making 
more calls in a given time than 
could possibly be made using pub- 
lic transportation.” 

Red Devil began using planes 
eight years ago and recently bought 
its fourth plane, a_ twin-engine 
Beechcraft. The plane is flown by a 
company pilot ® 
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In the oil fields 


everybody uses the composite catalog 


In the exploration, drilling, production and pipe line 
divisions of the oil industry, everyone with buying influence 


uses the Composite CATALOG. 


By actual request from oil companies, independent 
operators and contractors, Composite CATALoc is distributed 
to 11,500 key equipment buyers. Scope of each company’s 
operations and need for the catalog is thoroughly checked 
in advance. Recent surveys prove that an average of four 


men use each copy requested. 


Here is thorough, documented coverage of buying 
power; assurance that your product information is used by 


actual buyers. Ask your nearest Gulf Publishing Company 
representative to show you the current “Identification 
* of Buying Power” list of these buyers in the Oil 


Producing-Pipe Line Industry. 


If your equipment or services are used in the oil 
fields, your catalog should be on file in the Composite 
Caraoe. It will be at the right place ... at the right time 

. when oil men are ready to buy. Current edition, in 
two volumes, has 5,200 pages, cataloged by almost 500 


equipment-service companies. 


Chly COMPOSITE CATALOG of Cil Field Cquipment 


GULF PUBLISHING COMPANY 


Hpecialized PEIROLUM Sucblications 


@ Houston (6), 3301 Buffalo Drive, LY-4301 

@ New York (17), 250 Park Avenue, El Dorado 5-4012 
@ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

® Tulsa (3), Hunt Building, 3-1844 


@ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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more readers? 








2,000 HOURS 


between engine overhauls 


SHELL OIL COMPANY 


SO WEST SOTH STREET, NEW YORE 20. NEW TORK 
00 BUSH STREET SAN FRANCISCO & CALIFORNIA 








Case History vs. Testimonial 


® THESE TWO ADS in one issue of 


Aviation Age used a case history 
and a testimonial respectively. The 
case history was for Shell Oil Co., 
New York, and the testimonial for 
Gulf Oi! Corp., Pittsburgh. Which 
ad attracted more readers? See page 
208. 
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Ask the men with the most experience... 


ask Richard W. Smith 
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No matter which you use... 


EVERY 


PROJECTOR IS. 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property-—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2€ -V-22€ - ¥-25C ) 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-I1 inch 


lenses. 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16” 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9 detachable speaker 
for 500-watt projector. 


{ VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


V-4$ — V-44$ 
For single-frame_ filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5" and 7" focal- 
length lenses available. 


(viewuex AP-7CT 


a 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


STRIP-O-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors {il- 
lustrated here with V-25C). 


Write Dept. AB4 for colorful illustrated literature. 


35-01 
LONG 


QUEENS BOULEVARD 
ISLAND CITY 1, N. Y. 


changer accommodates paper, glass, 
metal, or tape slides intermixed. 


“Change-O- Matic” Automatic slide 4 
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What's Serewy? 


“Very fancy, dear, but wouldn't it be cheaper to use 
Phillips Cross-Recessed-Head Screws ae 











e 








FREEDOM FROM ORIVER a 
he : tage 


ctural strength of the 


product, too — set up tighter and re- 
sist loosening under vibration 

The identifying X on the cross- 
recessed-head identifies the X-tra 
quality of Phillips Screws at agl ance. 


Be sure to specify “Phillips. 


PHILLIPS screed SCREWS 


XM marks the sath the mark of extra — 


© THE BLAKE @ JOHNSON 
o ¢ 


FINEST FASTENER 


Switches in ad strategy keep 


screw sales up as times change 


1934-54: from ‘the obvious’ to cartoons to case histories 


® CERTAIN industrial advertisers are 
generally admired because of their 
practice of sticking with a campaign 
theme and ad format year after 
year. 

Coming to mind, in this respect, are 
B. F. Goodrich, Warner & Swasey, 
Bridgeport Brass (“Copper Alloy 
Bulletin”), U. S. Steel (“Only Steel 
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Can Do So Many Jobs So Well”), 
Union Carbide (“This Is National 
Steel’’) the list could go on for 
some distance. 

But there’s also virtue, when the 
conditions call for it, in a change of 
pace . . re-direction of promotional 
strategy, alteration of advertising 
theme and appearance. 


One such case is that of the Phil- 
lips Cross-Recessed-Head Screw. 

This rather obvious fastening de- 
vice . . in the sense that it’s surpris- 
ing it wasn’t thought of earlier 
has been in existence for 22 years. 

In 1932, The American Screw Co., 
Willimantic, Conn., was appointed 
licensor by the Phillips Screw Co., 
with rights to sub-license. Two 
years of research in the develop- 
ment of tools followed, before man- 
ufacturing was set up on a mass 
production basis, and several more 
years before the product 
reached the advertising stage. 


passed 


In fact, it wasn’t until sales had 
crept up to nearly $1,000,000 a year 
that advertising was inaugurated. 

A big reason for starting an ad- 
vertising campaign then was that 
American Screw Co. management, 
recognizing the desirability of put- 
ting Phillips Screw production on 
an industry basis, set up licensing 
arrangements with other manufac- 
turers, thus providing the market 
with multiple sources of supply. A 
joint promotional effort was begun. 

At that time, the James Thomas 
Chirurg Co., Boston, was the agency 
for American. It was appointed to 
handle the special advertising to be 
paid for by the licensee group, and 
still handles the Phillips Screw ad- 
vertising, after one hiatus a few 





years ago. 


An Adman’s Dream. . The as- 
signment given the agency . . to ac- 
quaint the world with the advan- 
tages and benefits of a radically new 
fastening device . . was an advertis- 
ing man’s dream. 

The convenience, speed and safety 
aspects of the superiority of fasten- 
ing with Phillips Screws over the 
old-fashioned slotted screw and 
blade-type driver were something 
that would be quickly grasped by 
any man who has ever mashed a 
thumb driving a nail. 


Striking 
Campaign in 


POST 


semtenmed for 1952... ners of Psltign 
Cress Recessed Head Sevows reag the benett 


i+, 


Ads in Post were mer- 


chandised hard like this 
1950 in business papers. ; 


The problem (if it can be called a 
problem) was something like the 
problem enjoyed by the advertising 
people who introduced frozen foods. 
There were talking points galore: 
no more screwdriver slippage, 
gouged fingers, scratched surfaces, 
fumbled screws, broken screw 
heads, “burrs” on slot edges. And: 
easy to reach awkward fastening 
spots, self-seating, self-centering, 
tighter assemblies, greatly increased 
fastening speed, more préctical to 
use power drivers, easy disassembly 
and reassembly, better appearance. 

And so on. Just like the story on 
frozen foods . . no more plucking 
chickens, no more sand in spinach, 
no more peas to shell, less waste, 
etc. 


It was an advertising natural, and 
the people responsible for the crea- 
tive work met it head-on. No tricks. 
No gimmicks. Just straight testi- 
mony, supported by pictures, on the 
complete range of advantages and 
benefits. 

This introductory advertising was 
run (in 1938) in publications reach- 
ing horizontally across industry at 
the executive, design, production 
and purchasing level and vertically 
into such likely industries as auto- 
motive, aircraft, machinery, furni- 
ture, electrical. At the same time, 
a purely exploratory campaign was 


| What's Serewy? 


- 


PHILLIPS coseaecessarmo SCREWS 
 merks the spot the mark of extre quality 


In a year when industry 


1953 . 


omed, ads could afford 


be {rivol 


run in such markets as railway, 
marine, appliance-manufacturing. 


Readers vs. Non-Readers . . As 
evidence of the usefulness of ad- 
vertising in accelerating acceptance, 
a survey can be cited, made only six 
months after the start of this adver- 
tising, both among readers of mag- 
azines carrying the Phillips cam- 
paign and among comparable read- 
ers of magazines not carrying the 
campaign. 

Some 92% of the first group (pos- 
sible reader? of the ads) reported 
they had heard of Phillips Screws; 
71% first through advertising, 23% 
first through salesmen, direct mail 
and exhibits, 5% first by seeing 
them in other products. 


On the other hand, among the 
group of readers of magazines in 
which Phillips did not advertise, 
only 38% had heard of Phillips 
Screws. 

Sales, obviously, increased. But 
(as in the case of frozen foods) 
there was a limit to the length of 
time you could go on “announcing” 
a new product and, besides, the sell- 
ing problem wasn’t as easy as the 
advertising problem. The somewhat 
higher manufacturing costs neces- 
sitated charging a higher price for 
Phillips Screws, and this was prov- 
ing a handicap along with, of 





Users praise Phillips Cross-Recessed-Head Screws 


Tee FASTENERS 
oF Teoay 
~ ano OF THE FUTURE 


course, the normal amount of re- 
sistance to change. 


How to Push High Price . . Some 
of the more obvious advantages of 
the Phillips Screw began to drop 
out of the advertising, being re- 
placed, in 1939, by case histories in- 
tended to counter the resistance to 
the higher price and _ testimonials 
from famous users to prove that the 
claims which the advertising made 
for the produ:t were indeed reason- 
able. 

At the same time, the media base 
was broadened to include other 
markets and certain indirect influ- 
ences upon purchasers, such as 
architects. (The agency’s research 
had learned that 63% of architects 
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How to change with the times .. in your ads. . becins 


specify hardware, hence should be 
made enthusiastic supporters of 
Phillips Screws.) 

By 1940, the situation in the in- 
dustrial world had shifted. Amer- 
ica had become an arsenal. Speed 
of production was beginning to 
transcend price. There was a short- 
age of skilled help. So the theme 
of the 1940 Phillips campaign be- 
came: speed product deliveries by 
cutting assembly time. 

Following this campaign, its serv- 
ice to industry was tested by asking 
1,000 metalworking executives to 
vote, among a group of advertisers 
having names beginning with P, for 
the campaign considered “the most 
useful.” 67° voted Phillips ads in 
first place. 


Sales Story Gets Academic. . 
Once in the war, the story about 
how the Phillips Screw would end 
the risk of having an errant screw- 
driver mar the finish of a refriger- 
ator door or how it could improve 
the appearance of an automobile in- 
terior, strictly academic. 
Phillips advertising geared itself to 


became 


increased production. 

Yet the acceptance that had been 
gained broadly had to be preserved; 
so a campaign was run in general 
news magazines to keep the public 
whoever it might be or 
familiar with 


at large 
become, postwar 
the over-all Phillips story. 

A bigger problem than ever in 
1943 was green help, and that year 
Phillips ads stressed the ease with 
which untrained people could work 
with Phillips Screws. 

Coming out of the war, the prob- 
lem reverted to reviving the use of 
Phillips Screws in peacetime prod- 
ucts. In addition to the disadvan- 
tage of higher price (no considera- 
tion during the war), competition, 
in the form of other recessed-head 
screws, began encroaching upon the 
Phillips preserves. 

So it became necessary again to 
dig ou* case histories proving that 
the exira cost for Phillips at the 
purchasing point was much more 
than offset by the savings in pro- 
spoilage, returned 
worker morale, 

emphasis was 


duction (also 
improved 


And more 


goods, 
etc.). 
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placed, in the visual aspects of the 
ads, upon the unique shape of the 
The differences be- 
tween Phillips and competitive re- 


Phillips recess. 


cesses weren't easy to describe, but 
they were important in terms of 
performance and could easily be 
discerned by examination of actual 
screws. 


$27,000,000 Sales . . Sales kept 
going up. The $1,000,000 of 1938 
became dwarfed by the $27,000,000 
of 1950. 

In this year, the agency recom- 
mended a new line of approach. 
Let’s get the public interested in 
the Phillips Screw 
as a market in itself (although there 
is considerable retail business in 
Phillips Screws) but to create back- 
pressure upon manufacturers. 

A campaign was begun in The 
Saturday Evening Post to suggest 
the idea that a Phillips Screw on an 
assembled product is a pretty good 
sign of a quality product. Each ad 
was cast as a puzzle . . the reader 
was asked “Can You Find the Clue 
to Quality?” (standard in each ad), 
then shown three pictures, vertical- 
ly, of the same product, the first 
in an interesting “scene,” finally 
with the focus definitely on the 
Phillips Screw at the fastening 
point. 

This campaign has run in the Post 
Despite the 
relatively undramatic nature of the 
product, Phillips ads 
“Starched” far above average, often 
heading the “industrial products” 
category and sometimes topping the 
list of all advertisers. 

Meanwhile, this Post campaign 
has been “merchandised back” to 
the manufacturers through the vari- 
ous horizontal and vertical business 


not so much 


with great success. 


have 


publications. 

Because the advertising is a joint 
effort of the Screw Research Asso- 
ciation, a group of about 20 manu- 
facturers headed by Harry Mayoh 
(American Screw Co.’s ad manager 
back in the beginning), there is no 
sales promotion tie-up with the ad- 
vertising as such, each member be- 
ing expected, in building his own 
promotional program, to capitalize 
upon the cooperative effort. 


However, each member (in the 
case of the Post advertising, for ex- 
ample) was given a “follow-through 
kit,” including ad reprints, folders 
and other sales aids tying in with 


the series. 


Absurd, and It Sells . . During 
1953, the business papers carried a 
cartoon series, drawn by VIP (Vir- 
gil Partch of Angostura Bitters, etc., 
fame) to illustrate, in terms of the 
absurd, the user-satisfactions pro- 
duced by the Phillips Screw. 

But that was 1953, a year of high 
industrial activity and a year during 
part of which price was not the 
greatest consideration. Attention- 
getters could afford to be frivolous, 
copy short, sell “soft.” 

In 1954, the situation has changed, 
and again the Phillips strategy has 
changed. Again, it has become pru- 
dent to stress the savings in pro- 
duction cost which offset the pre- 
mium price. From all over the 
country, the agency has gathered 
photos and facts proving by specific 
instances that Phillips Screws, on 
the job, are worth the higher price 
because they speed work, reduce 
accidents, provide tighter assem- 
blies, improve the appearance of the 
end product. 

In 1953, sales of Phillips Screws 
amounted to $40,000,000. It will be 
harder now, because many _ users 
will have less production, to keep 
the Phillips sales figure climbing, 
but the switch in advertising ap- 
proach promises to illustrate again 
that gearing the advertising to cur- 
rent conditions pays off. ® 


Like a Jewel . . Sample conduits of 
Spang-Chalfant Div., National Supply Co., 
Pittsburgh, nestle in velvet-lined box car- 
ried by company’s salesmen. Each sample 
is cut away to permit study of inner con 
struction. Conduit samples include three 


major types produced by company 
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PLUMBING & HEATING BUSINESS 


22,403 plumbing, heating and air conditioning contractors. 
Every name backed by either membership records in 

the National Association of Plumbing Contractors or written 
requests from nonmember contractors, credit-rated 


by Dun & Bradstreet. 


All BPA VERIFIED CIRCULATION 
-«- Doubly Verified by PHB Itself! 


Either by written evidence from the contractor or 


WE LL paid up membership in the NAPC 
GIVE You Tye STRAIGHT Fac 


You Make the Decision! 


* If you haven't already received it, send for the PHB 
Market and Media Data Folder. Designed for refer- 
ence and filing. 


Also look for the 1954 readership survey of the full 
service magazines...a study completed in August 1954 | Re iaecesi in 
by John T. Fosdick Associates, Inc. 


SERVICE wASAZINE CIRCULATION 
X 


PLUMBING & HEATING BUSINESS 


Industry's Largest Circulation Full Service Book 


5941 Grand Central Terminal Building e New York 17, New York 
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e e Advertising volume 
advertising volume picks up in September 
® ADVERTISING volume in business 
© * papers has begun to catch up after 
1n business papers a slow start earlier this year, ac- 
cording to some 287 publications re- 
porting to INDUSTRIAL MARKETING. 
Advertising volume placed in busi- 
ness papers in September, 1954, was 
only 1.9°;( 727 pages) below that 
of September, 1953, as compared to 
a 4.4°% decrease for the month of 
August. The year to date decrease 
was 1.5% (4,833 pages) below the 
first nine months of 1953. 
Industrial publications showed a 
1954 1953 pagechange % change drop of 1.2% (279 pages) for the 
73838 ma TI7 575 © month, and 1.0% (1,998 pages) for 
3C 3 3° 93 7 the year to date. Trade publications 


F 439 53 99 30 dropped 3.0% (199 pages) in Sep- 


3,196 3.27 78 2.4 tember, and 4.1% (2,234 pages) for 
1,180 1,25 Fr: 6.2 the first nine months of 1954. 
37,954 1.9 Product news papers were down 
2.7% (93 units) in September, and 
0.1% (18 units) for the year thus 
far. The group of class publications 
reported a loss of 2.4% (78 pages) 
, for the month, and for the year to 
205,649 1,998 1.0 date, a loss of 0.1% (19 pages). 
28,289 18 0.1 . . 
- a Export publications showed a de- 
0 54,680 2,234 4.1 . i 
6.074 6 093 = a crease of 6.2% (78 pages) in Sep- 
10 140 10 704 ba 53 tember, and 5.3% (564 pages) for 
920,578 925,411 4.833 15 the year to date. 





September volume 1.9% (in pages) under 1953 





1953 pagechange % change 





September pages Pages to date September pages Pages to date 
group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 








680 ‘oal Age 156 165 1285 1467 

629 combustion 64 oY) 510 49] 

455 Yommercial Car Journal 174 183 1712 

826 Construction Bulletin "195 190 178¢ 1872 

439 Yonstruction Digest (bi-w.) 7230 "185 17 1678 

1722 Constructioneer (bi-w.) "172 169 = 1624 1633 

ity l 5 1360 Sonstruction Equipment 87 7 ‘ 801 

1 Dyestuff Reporter ; 4 943 ‘onstruction Methods & Equipment 153 5 1393 

1 Machinist (bi-w.) 507 94° 4 487] Construction News Monthly 85 8] 73 765 
Printer 2 3% 291 288 Sonstructor 63 66 7 595 

11 Chemistry g 3 382 Consulting Engineer 49 31 370 227 

> Manufacturer < 0 260 Yontractors & Engineers (93/4x14) 120 136 1188 1232 

2 7 1366 Design News (semi-mo.) 270 269 2257 2176 

sctural Record 27 2221 Diesel Power 49 46 447 448 
Architecture l 140 Diesel Progress (9x12) 4) 50 369 444 
tive Industries (semi-mo.) 2) 29" 2413 ion Age 97 45 722 687 
) l 1250 Drilling 148 137 994 1040 

2606 Druc cosmetic Industry 113 106 940 89] 

3 Industry (bi-w 143 1360 Electric Light & Power' 153 130 1300 1252 
Bedding 93 77 806 Electrical Construction & Mntce. $170 1326 1410 
Better Roads : K 288 Electrical Engineering 8] 696 718 
Boxboard Containers 5 : 5 49] Electrical West : 112 783 918 
ers’ Digest 2 ; 407 Electrical World (w.) : 374 348] 3363 
; 461 Electronic Design 2 42 715 218 
Bus Transportation 917 Electronic Equipment 6 27 307 184 
Butane-Propane News 10° 2€ 37 764 Electronics 364 3554 3682 
‘anner (bi-w.) 37 35 430 Engineering & Mining Journal § 187 1443 1513 
Ceramic Industry 659 Engineering News-Record (w.) “ot 346 3059 3418 
Chemical & Engineering News (w.) 2 1876 Excavating Engineer 37 4] 348 349 
Chemical Engineering 3107 Factory Management & Mntce. 311 2331 2574 
Chemical Engineering Progress “462 Finish 7 65 553 467 
Chemical Processing J 1961] Fire Engineering §114 458 512 
Chemical Week 2160 Fleet Owner 37 149 1141 1224 
Food Engineering 144 1344 1260 
Continued on page 170 


Brew 
Brick & Clay Record 


Civil Engineering 7 x 538 
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within the next 4 years 


In making plans for the future it’s surprising how many of us act 


as if growth were something that is entirely behind us! 


Maybe that’s because we’re accustomed to making comparisons of 
yesterday and today. There’s no question about the growth we've had 
since 40 or °47. Most everyone is now taking this growth into 
consideration in today’s planning. 


But what about the growth ahead of us? The next time you sit in a 
planning conference, try this little bombshell: 


The increase in our population within the next four years will 
be the equivalent of adding another New England to the U.S. 


That’s just one example of how fast America is continuing to grow. 


Visualize the opportunity ahead for your Company in such a dynamic 
and expanding economy. But making the most of such an opportunity is 
going to take some raising of sights. It’s going to require sound sales 
and advertising planning based on the size of the job ahead, 

and not the size of the job behind us. 


For help in your planning we invite you and your advertising agency 
to make full use of the information facilities of the Penton Publishing 
Company. We will be happy to cooperate with you. 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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September pages Pages to date September pages Pages to date 
Industrial group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 





September pages Pages to date 
Product news group 1954 1953 1954 1953 





September pages Pages to date 
Trade group 1954 1953 1954 1953 
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PHOTO COURTESY OF GENERAL ELECTRIC 


sie atc 
cee 


Has a water shortage hit your area yet? We'll need nearly double our present 175-billion gallon a day supply by 1975. 
Meeting these needs is a multi-billion dollar job constructing buildings, roads, dams, plants, irrigation ditches, etc. 


Needed: 160 billion gallons more, every day 


What’s behind all these water shortages? 


Take a look at vour town’s water supply. Can it handle 
double its present volume? By 1975, it will have to. Is any- 
thing being donc about it? 

We should be spending annually $1.2 billion for new 
water supply facilities and $1.8 billion for new facilities for 
treating wastes that foul useful water today. We're spend- 
ng only $750 million a year for both. 

Easing our water shortages is a complex, long-range job 
of planning, building and paying for water supply systems 
(dams, aqueducts, pumping plants, tunnels); water purifi- 
cation systems (filtration and chemical treatment plants); 
water use systems (for industrial processes, for power, for 
irrigation, for personal use); and systems for delivery of 


A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 
Member — ABC — ABP 


watcr and removal of wastes. There's a backlog of $4.5 bil- 
lion worth of such projects on the books now, waiting to be 
financed and started. 

Putting all these pieces together into a system that will 
supply 160,000,000,000 gallons a day demands men with 
wide-angle vision. These men must be familiar not only 
with the many technical problems they face, but also with 
non-technical subjects such as costs, governmental affairs, 
financing, labor relations and logistics—all of which are 
tightly interwoven in every construction job. Engineering 
News-Record, with its wide-angle reporting, is the only pub- 
lication that covers all these related topics. That’s why, as 
these billions are spent on water for a greater America, 
you'll find your most important customers reading Engi- 
necring News-Record. 


In building and construction, 


iF YOU'RE IMPORTANT YOU EITHER REAL 


ENGINEERING 
NEWS-RECORD 


OR YOU ADVERTISE IN IT, OR BOTH 
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Trade group 


September pages Pages to date 
1954 1953 1954 1953 





Heating, Air Conditioning, Sheet 
Metal Contractor’ 

Hosiery & Underwear Review 

Hosiery Industry Weekly 

Implement & Tractor (bi-w.) 

Industrial Distribution 

Jewelers’ Circular-Keystone 
irnal of Plumbing, Heating, 
Air Conditioned Contractors* 

Lingerie Merchandising 


Store 


otor Service (43/4x63/4) 
NJ (National Jeweler) (5!/gx73) 
Office Appliances 
Photographic Trade News 
Plumbing & Heating Business 
The Plumbing, Heating, Air 

Conditioning Wholesaler” 
Progressive Grocer 
Southern Automotive 
Southern Building Supplies 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 
Super Market Merchandising 
Variety Store Merchandiser 
Western Farm Equipment 
Wood Construction & Building 


MA 
Materialist 


Journal 


tal 


Class group 


2 645 637 
97 650 802 
"50 928 516 

166 1448 =1605 
1913 2063 
1372 1409 


698 


393 


93 528 


6.439 66 54,680 


September pages Pages to date 
1954 1953 1954 1953 





Advertising Age (w.) (1034x14) 

Advertising Requirements 

American Funeral Director 

American Motel 

American Restaurant 

Banking (7x10-3/16) 

Billboard (w.) (1034x1534) 

*hain Store Age 
Fountain Restaurant 

Combinations 

‘leaning & Laundry World 

Dental Survey 

Fountain & Fast Food 

Hospital Management 

Hotel Management 

Hotel Monthly 

Hotel World-Review (w.} (91/414) 

Industrial Marketing 

Journal of the American Medical 
Association (w.) 

Medical Economics (41/4x63/4) 

Modern Beauty Shop 

Modern Hospital 

Modern Medicine (semi-mo.) 
(41/4 x63/4) 


305 2 2221 
34 7 228 
62 614 
54 : 485 

$107 784 
98 622 
200 205 2123 


Class group 


September pages Pages to date 
1954 1953 1954 1953 





Oral Hygiene (4-5/16x7-3/16) 
Restaurant Management 
Scholastic Coach 
School Executive 
Equipment News 
What's New in Home Economics 


T 


[Total 


School 


Export group 


98 113 934 945 
88 80 777 815 
56 52 251 246 


129 128 956 820 
16] 186 669 682 


3.196 3,274 26,074 26,093 


September pages Pages to date 
1954 1953 1954 1953 





American Automobile (overseas 
edition) 
American Exporter (2 edtions) 
American Exporter Industrial 
(2 editions) 
Automotive World (3 editions) 
Automovil Americano 
Caminos y Construccion Pesada 
Farmaceutico 
Hacienda (2 editions) 
El Hospital 
Implementos y Tractores 
Ingenieria Internacional 
Construccion 
Ingenieria Internacional 
McGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea Latinoamericana 
Revista Rotaria 
Spanish Oral Hygiene 
(4-5/16x7-3/16) 
Textiles Panamericanos 
World Mining 
Total 


Industria 


89 655 673 
187. 1398 =1807 


188 §=1339 =1552 
74 746 692 
132 822 861 
2 245 254 
53 340 367 
90 882 863 
3 146 137 
300 230 


493 561 
617 669 
204 238 
506 552 
188 199 
121 127 
29 47 


292 291 
30 48 356 414 
45 48 470 


1,180 1,258 10,140 10,704 


The above figures include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page. 


$Includes special issue 
‘Estimated 

"Two issues 

Three issues 

‘Four issues 

‘Five issues 


Does not include advertising in special Western Section 


{_]7x10 units, sold as pages 


"Electric Light & Power . . 


beginning with the September issue, 


will publish a market issue each month in addition to its regular 
monthly issue. The number of pages of advertising to be run 
in these market issues will be 33-2/3 pages per month, and these 
will be included in their monthly advertising volume report. 


‘Heating, Air Conditioning, Sheet Metal Contractor . . 


name of Sheet Metal Worker. 


is the new 


‘Journal of Plumbing, Heating. Air Conditioning Contractors . . 
the new name of the Plumbing & Heating Journal. 


‘The Plumbing. Heating. Air Conditioning Wholesaler . 


. is the 


Nation's Schools new name of Plumbing & Heating Wholesaler. 





Media changes. . 


Carl A. Zehner . . 
vertising manager for Traffic World, New 
York, has 


ager in the 


formerly midwest ad 


bee.. appointed district man- 


Chicago area for Modern 


Railroads. 


Royd E. Beamish . 


director of public relations, Canadian Na 


formerly assistant 


tional Railways, Montreal, has _ been 
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named assistant to the president, Maclean 
Publishing Ltd., Toronto. He 


will act as liaison between editors of the 


Hunter 
various Maclean-Hunter publications. 


Hugh J. Stump . . has joined Display Sales, 
Cincinnati, as a sales representative. 


. formerly with 


Richard W. Batten, Jr. . 


Popular Science Publishing Corp., has 


joined the metropolitan sales staff of 


World's Business and Guia, New York. 


Don Gridley . . former advertising man- 
ager of Patterson Publishing Co., Chicago, 
has become Chicago district manager of 
Chemical Engineering, a McGraw-Hill pub- 


licetion. 


Demestic Engineering . . 


effective: 


New rates now 


Times Page Vo page Vy page 
l $575 $350 $210 
6 495 275 150 
12 450 250 135 
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Peanuts! Popcorn! Red-hot franks! 


It’s the World Series opener, and there’s a capacity 
crowd on hand in the Frammis Co. plant. Clustered 
around those TV and radio sets is just about every- 
body at Frammis—from the office boy to the office 
boss. What a spot for a salesman to go to bat for his 
product! But chances are the only one who could 
get to first base with this bunch is a_ball-park 


hot-dog vendor. For the industrial salesman, these 
are the right people—but at the wrong time. The 
best way to get to the right people at the right 
time is by advertising in The Saturday Evening Post. 
The Post reaches more people in business and in- 
dustry than all three leading news-business maga- 


zines. It gets to ALL the people who mean business. 


—gets to ALL the people who mean business 
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Industry leaders offer varied views 


on how to promote free enterprise 


Because of a growing trend toward promotion of the free enterprise system by industrial 
companies, IM decided to find out the views industry's leaders hold on the subject. These 


questions were asked of the heads of several companies: 


What do you think of advertising campaigns to sell the idea of free enterprise? Do you 
think that they help to convince people here and abroad? Do you think that industrial 
companies can successfully conduct such campaigns? Do you think there are other, bet- 


ter means than advertising to do this job? 


Answers appear below. 





By A. C. Adams 
President 
Pittsburgh Steel 


Dittshurah 


riuspurgn ra 


® ADVERTISING, as the world’s most 
highly developed method of mass 
communication, has long been rec- 
ognized as one of the essential ele- 
ments in the growth of our free 
enterprise system. It has been con- 
cerned primarily with development 
of the voluntary mass markets that 
support mass production and large 
scale distribution of mass produc- 
tion’s benefits. 

Today the question is: Can ad- 
vertising also help to sell the sys- 
tem it has helped to create? As it 
has been able to sell products, can 
advertising also sell ideas? Experi- 
ence during the past decade and 
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more has amply demonstrated that 
it can. 

Broadly speaking, efforts in this 
direction fall into two groups: (1) 
large subsidized 
campaigns aimed at the public in 


paid-space and 


general, and (2) smaller intensive 
campaigns directed to specific 
groups. You might call this second 
group, merchandising free enter- 
prise to the point of sale. 

As in any well-balanced adver- 
tising, we need both. The conscious- 
ness of free enterprise and the real- 
ization of its benefits must, in last 
analysis, be built among individuals. 
Large scale campaigns are of neces- 
sity very general in nature and are 
therefore somewhat limited in effect. 

I feel it is the responsibility of the 
company to follow through by ap- 
pealing to the individual in terms 
of his own environment. This can 
be done continuously through mes- 
sages to the company’s own cus- 
tomers, employes, stockholders, and 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


suppliers. It can talk to these indi- 
viduals in specific terms that influ- 
ence their daily living. 

If every company undertakes this 
task, and more and more are doing 
a better job of it every day, the 
whole edifice of free enterprise will 
be substantially strengthened from 
the foundations up, with lasting re- 
sults. 


By B. H. Bristol 


Xk 


® I HAVE LITTLE faith in advertising 
campaigns selling the idea of free 
enterprise, primarily because the 
subject is outside the sphere of ac- 
tive interest of most of the people 
we are trying to reach. I believe the 
free enterprise economic system can 
be promoted successfully by a long 
time educational program where 
advertising principles can be used 
to advantage. 

I believe the above applies to both 
people here and abroad as long as 
the material is prepared to fit each 
nationality. The 
material used must be prepared to 
fit the experiences and background 
of the people that we hope to in- 


specific group or 


fluence. 

I believe industrial companies can 
support and fill in on such a pro- 
gram, but I question the value of 
their running independent adver- 


nN pace Mf 





You're talking to the steel processing in- 
dustry and you want to reach decision- 
makers—the men who buy or recommend 
the buying of products and services for the 
forging, heat treating, stamping, forming 
and welding industries. You want a busi- 
ness paper where editorial policy insures 
intensive readership and careful auditing 
prevents waste circulation. This business 
paper should provide thrifty and thorough 
coverage of the enormous steel processing 
industry. 

If these are your requirements, you can’t 
afford to miss STEEL PROCESSING, the 
shop-talking publication that: 


%* Reaches 7,500 key buying authorities in 
the industry. 


When you’re talking to 


the steel processing % Verifies and guarantees circulation 
, through BPA audit. 
industry don’t miss the 


Published by 


7500 KEY BUYING STEEL PUBLICATIONS, INC. 
"AUTHORITIES a” 


Phone: COurt 1-1214 
reach in 





you can 


Member BPA 


7 The Engineering 


FORGING oe eee and Operating 
pee Authority for the 

ay Processor of Steel 

STAMPING a — 


FORMING Af Pittsburgh,, Pa. 
FURNACES 
WELDING 


HEAT TREATING 
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You can't add hours 
“\ to a salesman’s day 


But you cam increase 
__« sales calls per day 


with Heinn 
Loose-Leaf Binders 


The business trend toward shorter work 
weeks forces your salesmen to do in four or 
five days what they used to do in six. They 
must make more calls each day and 
average more orders for each 100 calls. 


That’s why Heinn Loose-Leaf Binders 
and indexes are more important than 
ever. These selling tools keep catalogs 
and manuals up to date, well organized 
and in sequence — three advantages that 
help your salesmen tell their stories fast and 
well. Selling costs come down and you 
enjoy greater volume in rela- 

tion to effort. 


Thousands of industrial firms 
rely on Heinn. They benefit 
by simplified personal sell- 

ing, reduced sales corres- 
pondence, better trade 
impressions, more efficient 
catalog distribution, and 
less printing waste. You 
can expect as much. 


WHERE'S THAT 
#!/27?1© sueer? 


Heinn indexing. 
Let Heinn 


supply your 
indexing. 


Representatives 
in Principal 
Cities 


PROBABLE 
* Please give us facts about aquantity 
binders and indexes jor 


SERVICE, INSTRUCTION, 
PROCEDURE MANUALS 


PROBABLE 
QUANTITY 
SAMPLE 
CASES 


SALESMEN’S 
CASES 

EASEL PRES- 
ENTATIONS 


ACETATE 
ENVELOPES 


SPECIAL SELL 
ING TOOLS 


} SALES MANUALS 
a 
| PRICE BOOKS 


ae ena er ; (| PARTS BOOKS 


nea |_| caTatocs 
ae ee MERCHANDIS 
aa ING KITS 
[—] PROPOSAL 
SHEETS 


ADDRESS 


} Have your representative call, 


CITY, STATE 
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forum .. begins on ¢ 


tising campaigns to sell free enter- 
prise. The public always asks why 
and the answer given frequently is 
derogatory unless the reason is 
spelled out in a frank manner. In- 
dustrial companies, especially those 
operating in foreign countries, can 
do more to promote free enterprise 
by living up to and demonstrating 
the high industrial standards which 
have been developed under the U.S. 


system of free enterprise. 


By R. S. Perkin 
President 
Perkin-Elmer Corp. 


Norwalk, Conn. 


® THERE HAS BEEN much comment 
and some rather caustic criticism 
(most recently from Fortune editor, 
William H. Whyte) on the manner 
in which American business has 
tried to sell such abstractions as 
“The American Way of Life.” In 
the past, much of our “idea” adver- 
tising has passed over the real story 
it has to tell and has indulged in 
sentimentality (the symbol of the 
corner drug store as the quintes- 
sence of America), unreality (the 
myth of “public service” divorced 
from profit), and super patriotism 
(which condescendingly looks upon 
anything foreign as inferior if not 
the work of a cretin). 

There is a dramatic story to tell 
about free enterprise and its ac- 
complishments. Industrial compa- 
nies should tell it . . for it is their 
story! It should be told here and 
abroad, for it shows what free en- 
terprise under a democracy can ac- 
complish. But free enterprise can 
never be sold as an abstraction. It 
can’t be sentimentalized, or mouthed 
as a service to humanity, or treated 
as an exclusively American idea. 

It can only be sold as a hard- 
headed, realistic account of indi- 
vidual accomplishment, of an indus- 
try’s struggle towards growth and 
development in a competitive so- 
ciety. It is a story of how a philoso- 
phy of economics . . founded on the 





profit motive .. brought an auto- 
mobile, a television set, an educa- 
tion, or increased leisure within the 
reach of everyone. It is a_ story 
of how industrial technology: mass 
production, mass marketing, in- 
tensive research and development 
spread its benefits throughout an 
entire economy. 

Each example or case history can 
serve as a concrete illustration of 
what free enterprise means. Look at 
the story a company can tell: its 
origin, growth and development; its 
struggle for existence in a compe- 
titive economy; its mergers, diversi- 
fications, establishment of foreign 
subsidiaries, new competition, new 
directions through research, ex- 
panding search for new resources, 
expanding search for new markets. 
Then look at the benefits which 
have come to the economy at each 
move: new and better products at 
lower costs, increased employment, 
higher earnings with increased pur- 
chasing power. 

These are the facts. They are the 
story we must tell abroad where 
American industry is developing 
new resources, giving technical 
training to foreign personnel, rais- 
ing standards of living, creating new 
incentives and new demands, en- 
couraging the growth of foreign en- 
terprises and, through enlightened 
self-interest, creating a market 
where none existed. Here we must 
publicize what free enterprise is do- 
ing .. to the mutual profit of the 
company and the country. 

To tell the story of the working- 
out of free enterprise frankly and 
in concrete terms is to sell free en- 
terprise. Industry has the raw mate- 
rial for its own story. 


By John A. Carter 
President 

Oakite Products, 
Inc. 


New York, N. Y. 


® I CAN ONLY express a personal 
opinion on the value of advertising 
campaigns to sell the idea of free 
enterprise and do so with no factual 
knowledge of the effectiveness of 
such programs as have been con- 
ducted. Certainly such advertising 


Continued on page 178 


YOU CALL YOUR SHOTS... 
IN BASIC QC! 





You know exactly who you're gunning for when you 
advertise in QUALIFIED CONTRACTOR. For 
example: QC reaches only those electrical contractors 
who are steady employers — the 12,114 industry leaders 
who account for 97% of the industry business. 


QC qualifies your contractor targets for you — makes 
sure you waste no ammunition on low-volume buyers 
like one-man shops, part-time electricians, etc. That's 
why QC’s the best buy—the basic buy—in the electrical 
contractor field. 


QUALIFIED CONTRACTOR 


Official Publication of The National Electrical Contractors Ass'n. 
610 Ring Building Washington 6, D. C. 

NEW YORK—Clark Presbrey, Room 509, 150 Broadway — Worth 4-1153 

CHICAGO — Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 


LOS ANGELES 
The Robert W. Walker Co., 2330 W. Third St. — Dunkirk 7-4388 


SAN FRANCISCO 
The Robert W. Walker Co.. 57 Post Street — Sutter 1-5568 
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forum .. 


must reach many readers and influ- 
ence their thinking. I believe, how- 
ever, the effectiveness is small in 
relation to the tremendous cost in- 
volved. 

I would imagine that such cam- 
paigns would be least effective 
abroad where lots of people do not 
have as high an opinion of us as 
we have of ourselves. Many of the 
people of the free nations, and also 
some that are not so free politically, 
place culture above the acquisition 
of money and material things 

I think the most effective long- 


range program to broaden and 
strengthen in our own country the 
knowledge of the values and advan- 
tages of the American free enter- 
prise system is through education 
in our high schools and colleges 
and through closer employe-man- 
agement relations and better com- 
munications in individual compa- 
nies; and abroad, through travel, 


exchange teacher and student pro- 


and, person-to-person ex- 


gram 


change of ideas 


By R. H. Hammer 


z 


@ THERE IS NO doubt that advertis- 
ing can make an important con- 
tribution to the over-all effort to 
sell the idea of free enterprise. But 
while it is relatively easy to plan 
a selling campaign about something 
as impersonal as a desk or file fold- 
er, it is hard to do the same effective 
promotion for an idea or emotion 
which affects us personally and un- 
balances our judgment. We confuse 
sentiment and sentimentality; we 
underestimate the intelligence and 
sophistication of our audience; we 
play down to and alienate the very 
people who are disposed to be our 


friends. 


Contractors and 
Engineers 


magazine of modern construction 


It is possible for industrial com- 
panies to successfully conduct ad- 
vertising campaigns for free enter- 
providing they avoid the 
providing they 


prise 
above traps, and 
themselves have a reputation for 
abiding by the principles they spon- 
sor in print. But I think that many 
companies are already indirectly 
and successfully selling the idea of 
free enterprise by simply advertis- 
ing their own products and showing 
the abundance of goods and services 
available to the ordinary American 
at a price he can afford or can save 
toward. 

Advertisers have sometimes been 
criticized for creating “desires,” but 
I think these desires for something 
new, something better, or some- 
thing more, have greatly influenced 
the creation and preservation of our 
way of life. Intellectual and spiritual 
freedom goes hand in hand with 
economic and social freedom, and 
once the free choice of our economic 
life is stifled, the more important 
human freedoms will die too. In 
the long run it may not be ideology 
alone which will turn the tide, but 





also the desire for something new, 
something better, and something 
more exemplified by the shiny toy 
in the advertisement. 


By J. S. Knowlson 
Chairman of the 
Board 
Stewart-Warner 
Corp. 

Chicago, Ill 


® PERSONALLY I would like to see 
the emphasis placed not on free en- 
terprise, but on personal freedom. 
This free enterprise system which 
has made us the envy of the world, 
developed only because it is the en- 
terprise of free men and it is the 
only system that will ever be de- 
veloped by free men. 

The present emphasis on security 
. is on security rather than oppor- 
tunity. Labor unions preach job se- 
curity; industry talks of pensions, 
life insurance; etc., etc. These are 
all socialistic trends. They dampen 


ambition. They cramp _ freedom. 


They distract the eye from oppor- 
tunity which involves risk. There is 
nothing synonymous between free- 
dom and security, and freedom is 
the spur that develops enterprise 
and builds it only in a free world. 


By W. C. 
MacFarlane 


® IF THE IDEA of free enterprise 
needs selling, it goes without saying 
that it needs advertising to help do 
that job. The concept of free enter- 
prise has been so variously inter- 
preted by its proponents and op- 
ponents that it definitely needs to 
be better understood, here as well 
as abroad, and a carefully conceived 
campaign would certainly help. We 
never underestimate the power of 
advertising; however, we must not 


assume it will do the job completely. 


Like any commodity that needs 
selling or general acceptance, the 
idea of free enterprise has to be 
constantly demonstrated and 
proved; and those who value it 
must be eternally vigilant to point 
out on any and every occasion that 
presents itself that free enterprise 
is important in our lives and in ow 
way of life. 

Many industries have been doing 
an outstanding job in stressing the 
importance of free enterprise first 
to their employes and then to the 
community. With them it is not 
necessarily a campaign .. it 
policy. A campaign suggests con- 
centrated action that in time comes 
to an end. This is not quite enough 
unless the material prepared for a 
campaign is such that it can be used 
indefinitely, especially in schools 
and colleges. 

It is my feeling that industries 
should not conduct campaigns, but 
they should participate in the way 
they feel will best serve the cause. 
This they may do through their own 
advertisements on occasions that 
readily lend themselves to a dis- 


For just about everybody, judging by the toll road construction 
program of 1954 and the many ambitious projects in the blueprint or 
advance planning stage. 


This rapid increase of toll road mile- 
age keeps ConTRACTORS AND ENGINEERS 
field editors on the jump covering such 
an important segment of the big con- 


struction market. 


Alert and well-balanced editing has 
built for C&E the readership which 


* 


makes it top choice as an advertising 
medium. It carries more advertisers each 
year than any other monthly magazine 
serving the $36 billion construction field. 


Write for a copy today. Let the impact 


for itself. 
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CONSTRUCCION serves 
Latin American construction 
so thoroughly . . . so effec- 
tively, that it has come to be 
recognized as a part of that 
industry. 


CONSTRUCCION covers 
a field that represents a 
market of more than $150 
millions a year to U.S. man- 
ufacturers selling in Latin 
America. 


CONSTRUCCION is the 
only export industry maga- 
zine in its field with mem- 
bership in the Audit Bureau 
of Circulations. 


A McGRAW-HILL 
INTERNATIONAL PUBLICATION 
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cussion of free enterprise, through 
motion picture films the company 
releases from time to time, in pam- 
phlets prepared for occasions or an- 
niversaries of the company or in the 
community, and in public addresses 
or statements made by officials of 
the company. There are any num- 
ber of such opportunities when the 
subject of free enterprise can be 
brought home to the community in 
terms and experiences they will 
readily understand. 

Powerful as it is, advertising can- 
not do the job alone. It has to be 
supplemented by the individual ef- 
forts of all industries that attach 
importance to free enterprise. If 
we first make sure that people here 
understand what free enterprise 
really means, we will know better 
how to convince those abroad what 
it can do for them, too. 8 


Don't fumble business paper 
values, Motorola v. p. warns 
® cHicaGco .. Market data, statistics 
and the sight of your name in print 
are not enough for you to get from 
the business publications you read, 
Robert W. Galvin, executive vice- 
president, Motorola, Inc., 
at a meeting of the Chicago Busi- 
ness Publications Association. 

“These are important,” he said, 
“but not nearly as important as this 
one factor: stimulation. The busi- 
ness publications you read should 
stimulate you to new ideas, new 
ways to operate your business. If 
a publication isn’t doing that, you 
probably should consider dropping 
it.” 

Once you get the stimulation, the 
rest is up to you. Unfortunately, he 
said, most of us aren’t alert enough 


asserted 


to new ideas. 

“New ideas don’t always come per 
se,’ he said, “but often are new 
combinations of old ideas.” You re- 
view the old ways of doing things 
and try to reorganize them until 
you have something new. 

He cited a sales meeting where 
those attending, including agency 
people, had been asked to bring 100 
ideas apiece on how to improve ac- 
ceptance and sales. The 16 persons 
at the meeting produced 600 undu- 
plicated ideas, of which 134 were 
put to use within a year. 
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none independent journal wholly de- 
voted to the rapidly expanding field 
of municipal and industrial wastes 
disposal. Annual new construction ex- 
penditures in this active field are author- 


itatively estimated at $600,000,000. 


WASTES ENGINEERING reaches city 
officials and engineers, both consulting 
and operating — who are most directly 
concerned with the planning, construction 
and operation of these wastes disposal 
facilities. 

Readership surveys show that WASTES 
FNGINEFRING is read, regularly and 
eagerly, with an average of 3 or 4 extra 
readers per copy. Because of its special- 
ization, readers prefer it to other publica- 


tions serving wider fields. 


Advertisers, too, find that WASTES EN- 
GINEERING delivers their sales messages 
to specialized readers with buying author- 
ity for their specialized products! 


Established in 1930, it has become the 
No. 1 medium of this highly specialized 
and rapidly developing field. Write for 
Market Data Sheet and other helpful in- 
formation. 
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CASE-SHEPPERD-MANN 

Publishing Corporation 

24 W. 40th St, New York 18, N.Y. 
8 So. Dearborn, Chicago 3 

Also — WATER WORKS ENGINEERING 

4BC-ABP; FIRE ENGINEERING, ABC-ABP; 


and ELECTRICITY ON THE FARM Magazine, 
reachirg 720,000 electrified farms! 





Advertiser changes . . 


Peck Ellithorpe 


William L. Peck . . formerly assistant sales 
manager of the hydraulic lift division, 
Raymond Corp., Greene, N. Y., has been 
named advertising and sales promotion 
manager for the company, manufacturer 
of electric industrial trucks and hydrauli 
elevating equipment. 
Bruce E. Ellithorpe . . formerly with Grant 
Advertising Agency, has been named di 
rector of advertising and public relations 
for Axelson Manufacturing Co., a division 
of Pressed Steel Car Co., Los Angeles. 


Henry S. Herschman . . has been named 
advertising manager of Radiant Manu 
4 


facturing Corp., Chicago manufacturer 


projection screens. 


Charles E. Burns . . formerly assistant ad 
vertising manager for American Optical 
Co., Southbridge, Mass., has been named 
advertising manager for the company. 

Robert Frost . . formerly director of his 
own advertising consulting firm in Tarry 
town, N. Y., has been named advertising 
manager and director of marketing for 
National Pneumatic Co., Inc. and Holtzer 
Cabot Divisions, Boston, Mass. manufac 
turer of electric and electronic equipment 


and systems. 


Richard G. Morris . . 
Industrial Instrument Corp., 


formerly with Penn 
has been 
named advertising and public relations 
manager for Kuljian Corp., Philadelphia 
firm of engineers and constructors. 


Douglas D. Dahm 
sales promotion 
Great Lakes region for Burroughs Corp., 


formerly regional 
representative in the 


Detroit, has been named assistant to the 
vice-president in charge of marketing. 


Karl Pearson . . former Detroit and Michi 
gan district manager for the Autocar Div. 
of White Motor Co., Philadelphia, has been 
named regional sales manager for the di- 
vision in Pennsylvania, Southern New 


Jersey, Delaware, Maryland and Virginia. 


William C. Schnackel . . has been named 
general manager of sales for Republic 
Steel Corp.’s Round Chain Div., Cleveland 

Continued on page 182 
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ictor Chemical’s Acid Test 


You'd expect Victor Chemical to be scientific about its 
advertising. In science, you make your experiment and 
record your results, not your wishes. 


Like so many other business advertisers, Victor 
tested The Wall Street Journal and discovered 
power far beyond expectations. 


Have you tested the product information hunger of 295,- 
367 subscribers who want to know and must know what’s 
new in better business? 
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Advertiser changes . . 


wangg es Electric Products 


maae he 


Robert C. Harper | has | 
William L Friend 


manny WwW. Seen. has 


Harris C. Miller . . formerly 


FP. 3. Senhienin: ts has be 
E. poneen 


Robert S. Bubb 


Marvin M. Ramer 


Thomas W. meyien 
© E. ‘aie. wil 


rme 


— Tie and Rubber detnegd 


Harry F. Hom. Bostel 
Jenkins, sales manager, / 
Richard D. O’Brien, 


Carl W. Millsom .. former sales 
f al Industries, Jack 


ice-president 


rmerly in the 


tising department, Dewey and Almy Chem 
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Mo. 9 of a sewes 


Do-It-Yourself 
Won't Do... 
In Technical Publicity 


Do-it-yourself may be 

great stuff for home improvement, 

but for top effectiveness 

in your 1955 marketing program 
you need the finest “pros’ 

you can put on the job. 


Especially so in true, solid, 
technical publicity work— 
for technical products. 


Professional outside counsel 
can (1) save time wasted 
in tooling up for the job, 

(2) spot publicity opportunities 
you might miss, (3) eliminate 
guessing what different 

editors want, and (4) make it 

a pushover to parlay 

your customers’ experiences, 
engineers’ data, and 

salesmen’s stories into 

articles and items which print. 


Such help wasn’t available 
ten years ago. You did 
do-it-yourself publicity— 
or none at all. 


How times have changed! 


Today it takes more than one 
man’s skill (and part of his time) 
to stay ahead of competition 

in the trade, technical and 
business press. 


It Takes A Team 


And that team exists. 

It’s composed of graduate 
engineers with industrial 
marketing experience; boasts a new 
kind of media department to 
analyze publications editorially; 
has full staffs in both Chicago and 
New York linked by te.etype; and 
guides the technical information 
programs of 25 well-known firms. 


Investigate 


Harry W. Smith 
Incorporated 


| Technical Publicity and Cditoriad Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 











ical Ce Cambridge, Mass., has been | ld ” 
named sales promotion manager of the | free fol (a 
Cryovac division of the company. 
6é " 99 
David W. Burke . . has been named man ST EP UP YOUR SALES ATTACK 


ager of audio-visual services, public rela- | 
. — ‘. . 7 
tions services division, General Electric tells 


Co., Schenectady. 


Wallace R. Wirths . . former public re HOW ‘ oO 


lations manager of the Edgewater, N. J. 
plant, Aluminum Co. of America, has 


joined the public relations department o 
Sylvania Electric Products, New York. 


f 


Sal A. Caniglia . . formerly in charge of | 
industrial sales, Cutler Sign Advertising | SAI ES 
Co., Philadelphia, has joined Cutler Elec 
trical Products, Inc., Philadelphia, as vice 
president in charge of sales. The Kardex-Dexigraph sales control system ...com- 
bining visible record sales control with rapid-fire 

Carl J. Meister . . former vice-president photocopying... will help you provide regular, 
and director of sales, Atlas Chain & Mfg. : : , 
a ; effective, personalized guidance to your fieldmen. 
Co., has been named vice-president-sales, x gi? ° Spe 

The system is simple... fast... effective! 
SIMPLE... the Kardex slide containing the salesman’s 


territory record is placed on the Dexigraph. A flick of 


Atkins Saw Div., Borg-Warner Corp., Chi 


cago. 


Burroughs Corp. . . Detroit, has acquired the shutter...and...seconds later you have a clear, 


Haydu Bros., Plainfield, N. J. manufac ; ‘ ; 
: ame ; accurare photocopy of the record with a space for 
turer of neon equipment and _ supplies. : 


George K. Haydu, former president, has 


been named general manager. your sales attack | FAST ... now... jot those pertinent, 
. 


pointed comments on each account 





your fact-founded marginal notes. 


Joseph R. Frank . . former advertising us stimuiare vour saeswen wim || in the space provided. Your person- 
7 ‘er Ifo) Insulatic » been Be ' : ‘ 

manager, Alfol Insulation, has eer ACTION. COMPELLING REPORTS! alized guidance report is ready to 
named advertising manager, Reflectal : nce eo ces es ce sik an 

: é ; mail! No need for lengthy type- 
Corp., subsidiary of Borg-Warner Corp., : ; ; site 
i ocrcr written analyses. You save time. 
Your purpose is accomplished. 


John Baker . . former advertising and : EFFECTIVE... your evaluation of each 


eh 





sales promotion manager, Permo, Inc., has f ? met account is now the salesman's 


been named advertising manager and art ee , - 
; - iw : pocket guide” to profitable territory 
director of Stone Container Corp., Chicago. : 
planning and coverage. Your knowl- 
P. E. Allan . . former vice-president in edge of high-profit calls, big volume 
charge of marketing, western division . accounts, neglected customers and 





Tide Water Associated Oil Co., San Fran — ' new accounts help him organize his 
isco, has been named administrative time. You maintain a frequent and periodic check on 
ao coda each man’s progress... and he knows it. You achieve 
tighter sales control, build morale, and get facts for 
John C. Moran . . former supervisor correct decisions on profitable territory adjustments. 


systems and procedures on the comptrol 


Send for FREE six page folder D217 ‘’Step-Up-Your 
Sales Attack.” Fully illustrated with card forms and 
step-by-step procedures to help you increase sales. 


lers staff of Monsanto Chemical Co., St. 
Louis, has been named sales operations 
rd 


inator, a newly created position. 


ee eee ge ee ee 


Remington. Fkand 


Room 2055 315 Fourth Ave., New York 10, N. Y. 


S. Muir Stroh . . former sales manager 
plumbing and heating division, Hajoca 
Yorp., Philadelphia, has been named vice 
president and sales manager of the plum} 
ing, heating and air conditioning division. Please send FREE booklet D217 
E. W. Breese, former sales manager, in Nii 


Address 


named vice-president and sales manager 


f that division. 
City Zone 


Paul A. Mahony .. former sales manager, 


| 

| 

| 

| 

| 

os | 
justrial division of the company, has been | 
| 

| 

l 
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F , r : State 
Minnesota and Ontario Paper Co., Minne . 
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How mountain climbing 
salesmen build more business 


Fairbanks-Morse contests boost morale and sales 


® some 400 INDUSTRIAL salesmen 
are busily climbing mountains this 
year. Last year the same salesmen 
were hard-working harvest hands. 

Don’t get the wrong idea. These 
guys really are tending to business. 
They’re members of the sales force 
of Fairbanks, Morse & Co., Chicago, 
engaged in the company’s annual 
sales contest. 

Each salesman in the company’s 
16 branch houses is trying hard to 
“Reach the Peak” in sales this year 
and help win for his branch the 
coveted Col. Robert H. Morse cup. 
More than incidentally, too, the top 
salesmen stand to win about $300 
(wholesale prices) worth of prizes 
each. And all salesmen who exceed 
or meet their quotas will win some- 
thing. 

They’re not the only winners. The 
company wins, too. The principal 
function of the contest is as a sales 
force morale builder, according to 
Henry J. Barbour, company public 
relations manager. And if the sales- 
men’s morale is high, it follows that 
sales will be up, too. 

This year’s contest is the 22nd. It 
all started back in 1933, when Col. 
Robert H. Morse, now chairman of 
the board, took over as president of 
Fairbanks-Morse. Sales were slow 
that year, as everybody knows. So 
the colonel decided to pep things up. 

A little friendly rivalry among 
the salesmen might be just the 
thing, he thought. He talked his idea 
over with Mr. Barbour, who came 
up with an “Around the World Air- 
plane Race,” with the branch house 
that made top sales in relation to its 
quota winning one year’s possession 
of a large silver trophy, the Presi- 
dent’s Cup. 

That was the beginning. Every 


year since then there has been a 
new contest with a new theme. The 
contests have included a “Gold 
Rush,” a “Steeplechase,” a “Yacht 
Race,” a “Destroyer Dash” (during 
the martial year of 1944), a “River- 
boat Race,” a “Well Drilling Con- 
test,” a “Logging Drive” and even 
an “Election Drive.” 

The contests are well organized 
A mimeographed weekly 
bulletin keeps all salesmen informed 
on how they are doing in relation to 
their brothers in other branches. 
And a large chart, appropriately il- 
lustrated to follow the contest 
theme, hangs in each branch house 
where the 


affairs. 


to show — graphically 
branch stands. 

This year’s bulletin is entitled 
“The Fairbanks-Morse Peak Post,” 
in keeping with the 
climbing theme. 


mountain 


Here’s a typical comment from 
one of the issues of the “Peak Post”: 

“For the first time this year the 
New Orleans Climbing Party, which 
is attempting to climb the Mountain 
Named Desire, occupied the top spot 
in the weekly honor roll. Expedition 
Leader Page Procter was happy to 
report a climb of 3,351 feet, largely 
due to the sale of four diesel gen- 
erating units for municipal use. This 
fine week enabled them to advance 
from thirteenth to seventh place in 
the contest to date.” 

Individual 
too. Like this one: 


“climbers” are cited, 

“Climber Oscar Bryant was way 
out in front with the sale of four 200 
KW 3-cylinder Model 38F5-'% die- 
sel generating units to the Ingalls 
Shipbuilding Corp. at Pascagoula, 
Miss. This enabled Oscar to reach a 
height of 9,430 feet.” 














® Your Key to 
Successful Selling 
and Advertising ... 


MARKETING 
HANDBOOK 


HERE are the success- 
ful, scientific selling 
methods you need to get 
impressive results in to- 
day’s changing markets. 
Scores of ideas, suggestions, tech- 
niques show you how to achieve 
more efficient sales management, 
more productive individual selling, 
wider distribution of products, im- 
proved advertising and _ publicity 
procedures in all media. 








30 sections: industrial marketing: 
market research; packaging; pric- 
ing; sales promotion, organization; 
public relations; budgets; storage, 
warehousing; ete. 69 Contributors. 
226 ills., 1321 pp. $10 


RONALD HANDBOOKS are recog- 
nized as standard throughout the 
world. Thousands consider them the 
first place to go for help and author- 
ity. Each Handbook offers, in com- 
pact form, the sum total of useful 
experience in its field. From all 
available sources, the Handbooks re- 
view, condense, and coordinate the 
essence of successful practice. 


ACCOUNTANTS’ HANDBOOK 
Over 90 Contributors, 287 ills., tables. 
1505 pp. 3rd Ed. $10 
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65 Contributors. 139 ills, 1289 pp. 
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1167 pp. $10 


PRODUCTION HANDBOOK 
90 Controbutors. 771 forms, charts 
ills. 1676 pp. 
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Contest achievement is based on 
the sales made in relation to the 
sales quota, which has been set 
previously both for individual sales- 
men and for each branch house. 
This year, a salesman who makes 
100% of his quota during any par- 
ticular week is credited that week 
with a 100-foot “climb.” The branch 
houses that sell 100% of quota are 
credited with 1,000 feet. 

At the end of the contest period, 
the scores are totted up, and the 
winning branch house gains custody 
of the silver cup. Of course, it’s the 
Col. Robert H. Morse Cup now. The 
old President’s Cup was retired aft- 
er the 1951 contest because it had 
no space left for engraving the 
names of the winning branch houses 
and top salesmen. 

The winning branch house _ re- 
ceives the cup with considerable 
fanfare. There’s a special stag din- 
ner for all male members of the 
winning house, at which Col. Morse 
or Robert H. Morse, Jr., who now is 
company president, presents the 
cup. 

“The presentation dinner is really 
the high point of the sales year,” 
Mr. Barbour said. 

Rules of the contest are that if 
any house wins three years in a row 
it can keep the cup permanently, 
but so far this has not happened. 

Runnerup and third place houses 
in the contest also are honored with 
special functions. Second place win- 
ner receives a silver plaque and 
third place a bronze plaque at 
luncheons or dinners slightly less 
elaborate than first place winner’s. 

Individual salesmen’s rewards 
work this way: Each salesman who 
makes 100% of his quota receives 
3,000 merchandise credits, he re- 
ceives 50 additional credits for each 
additional 1% of quota he sells, and 
if he sells 150% of quota he re- 
ceives 2,500 extra credits. 

Managers of the various depart- 
ments (diesel, pump, scale and 
dealer) at each branch house also 
take part in the contest, but they 
work under a higher system of 
credits because it’s harder for them 
to exceed their quota. 

Both salesmen and department 
managers are limited to ten times 
their quota, as far as the contest is 
concerned. That’s to prevent in- 


Sontinued on page 186 
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WASTE have a tion of 
0, eans it wil ach every 
trial engineer 


] 


slusive puk 


ned with in 
INDUSTRIAL 
-oncentration 
7,000 indus 
Sc sulting 


Editorial impact: Publishec 
ton G tte. puk 


Cll le 


Space reservations are now being 
ide for advertisers rho seek full 
mes advantage « exclusive 
coverage of the 1 waste mar 


WATCH FOR THE FIRST ISSUE OF 
INDUSTRIAL WASTE COMING IN 
JANUARY. 


INDUSTRIAL WASTE 


A Scranton Gillette Publication 
185 N. Wabash Ave., Chicago, Ill. 
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Home-owners 


Industry demand more and 
more oilheating and fueloils. What 
do you want to sell in our field? 


or home com- 
as 


heating Dealers who 


,000,000 worth of oilheating equipment f 


fort and commercial-industrial uses, in 1954; plus $2,000,000,000 worth of fueloils. 
since the war, 


and 


annual rate 


raw materials, parts, components, 
etc., in 1954. This $3 BILLION AN- 


factory and shop equipment and 
NUAL MARKET has been growing 


at an average 9% 


selling 
service 


also 
$130,000,000 worth of 


are 


Dealers 
and parts to the Nation's 7-3/, 
million oilburner owners. Our field 


is buying $350,000,000 worth of 


The 
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are selling and installing $550 
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(We have many Market Studies available). Shouldn't you investigate? 


Mountain climbing salesmen. . 


equities in case one salesman should 
get a windfall of a multi-million- 
dollar order 

When the salesmen who meet or 
exceed their quota, have counted up 
their credits they begin paging 
through a 64-page catalog that 
shows hundreds of items of “name” 
brand merchandise everything 
from wrist watches to refrigerators. 

The catalog is compiled by Cap- 
pel, McDonald & Co., sales promo- 
tion firm that helps Fairbanks- 
Morse run its contest. 

A large percentage of the items in 
the catalog are for the household. 
And that’s another advantage to the 
contest. 

“Most of the prizes go to the fam- 
ily and kids,” Mr. Barbour said, “so 
the families take a big part in mak- 
ing the contest a success.” 

Nearly all of the salesmen are 
winners in the contest. 

“One year everyone won, and 
even in the tough years about 75% 
of the salesmen win something,” Mr. 
Barbour said. 

“The contest adds a great deal to 
the salesmen’s morale,” he said. 
“They enjoy it and look forward to 
it.” 

And there’s no bitter rivalry, be- 
cause each salesman is in competi- 
tion only with himself. 

“Anyone can win,’ Mr. Barbour 
said, “and we hope they all do.” & 


~ THE MARKET 
OF INDUSTRIA... 


In the 20 Latin American 
countries, INDUSTRIA 
serves all principal indus- 
tries - - - 
® machinery and metal 
products. 
® chemicals and chemi- 
cal products. 
® foods, beverages and 
sugar. 
textiles and textile 
products. 
stone, clay and glass 
products. 
transportation equip- 
ment. 
furniture and other 
wood products. 
petroleum and petro- 
leum products, etc. 


INDUSTRIA covers a mar- 
ket that accounts for the 
purchase of more than $2 
billions of capital goods 
equipment from U.S. manu- 
facturers. 

Fifteen thousand men pay 
to read INDUSTRIA . .. all 
key men in Latin American 
industry. 


INDUSTRIA offers com- 
plete coverage and pene- 
tration of a rapidly growing 
market—the Latin American 
market! 


a) {e) @: 


A McGRAW-HILL 


INTERNATIONAL PUBLICATION 


330 West 42nd St.. New York 36.N Y 





Advertiser changes . . 


begins on p. 181 


apolis, has been appointed vice-president 


in charge of sales. 


Fred J. Borch . . has been elected 
president of marketing and manager 
marketing services division, General 
tric Co., Schenectady, N. Y. 
N. C. Wiggin . . formerly in the advertis 
ing and sales promotion departments, 
Rockwell Mfg. Co. and 
Electric Corp., 


ing and sales promotion manager of J. H. 


NV estinghouse 
has been named advertis 


France Refractories Snow Shoe, 


A. A. Mesko . . has been named to super 
vise a new customer relations unit, com 
Hotpoint 


mercial department, 


Co., Chicago. 


equipment 


John J. Hickey . . former commodity ad 
;: 
vertising manager, National Gypsum 


has been named advertising manager 


Georgia-Pacific Plywood Co., Olympia, 


Wash. 


William Irrgang . . former executive vice 
president, Lincoln Electric C Cleveland 
has been named president and general 
manager. James F. Lincoln, elected chair 
man of the board, will remain active in 
the direction of company policies. John C. 
Lincoln, founder of the company, was 
elected honorary chairman of the board 
and treasurer. 


Richard T. Clark . . former district man 
ager of the Inorganic Chemicals Div., 


Monsanto Chemical Co., 


has been named 
director of sales, raw materials, for the 
Plastics Div., San Francisco. 

W. D. Pierson, Jr. . . formerly with Gen- 
eral Electric Co., has joined the marketing 
jepartment of Roller-Smith Corp., Bethle 
hem, Pa., as manager, product planning. 


Wallace J. Millar . . former salesman in 
Philadelphia for Standard Pressed Steel 
Co., Jenkinstown, Pa., nas been named 
sales manager on standard aircraft prod 


ucts. 


Burl F. Poe .. former manager of the 
Grand Rapids, Mich. branch of Burroughs 
Corp., has been named assistant general 


service manager. 


Fred Schuchman .. former sales manager 
of the Hypressure Jenny division, Home 
stead Valve Mfg. Co., Coraopolis, Pa., has 
been named assistant general sales man- 


ager of all divisions. 


Franklin W. Wedge . . has been named 
manager of the new commercial chemical 
Continued on page 188 


MARKET 


Now a two billion dollar annual 
market for all types of industrial 
equipment, products, services and 
supplies—the iron and steel industry 
—220 steel companies operating 
approximately 400 plants—offers an 
unusually lucrative market for your 
products. 


BUYING INFLUENCE 


Buying in the steel industry is a 
“multiple operation.” Five to seven of 
the following men must sign requisi- 
tions for your products— general fore- 
man, maintenance foreman, depart- 
ment superintendent, maintenance 
(or electrical or mechanical) super- 
intendent, general superintendent, 
chief engineer, storekeeper and pur- 
chasing agent. The influence of these 
men varies with purchases, of course. 
But—they are all readers of the Iron 
and Steel Engineer. 


MARKET COVERAGE 


Complete coverage of the iron and 
steel industry is provided by the Iron 
and Steel Engineer — with more paid 
circulation than any other publication 
in this industry. Approximately 7,000 
copies each nonth— with a pass-along 
readership of *35,000 —assures you 
of reaching every man of influence 
within all branches of the industry. 


EDITORIAL INFLUENCE 


The Iron and Steel Engineer pub- 
lishes more pages of editorial ma- 
terial specialized for the iron and 


*Five to seven readers per copy. 


‘ —about the 


IRON AND STEEL 
INDUSTRY MARKET 


and the industry’s 
leading publication 


steel producing industry than any 
other magazine. Directed to execu- 
tives, operating officials and engineers, 
many articles are either requested or 
contributed by the readers themselves 
assuring widespread interest. Steel 
men everywhere rely on the Iron and 
Steel Engineer for the answers to 
engineering and plant operating 
problems. 

Readers are kept informed of all 
activities in the industry through spe- 
cial departments of the magazine, 
such as: Industry News, Personnel 
News, Equipment News, Publication 
Service, Dateline Diary, Patent News, 
and Crops and Shorts. 


ADVERTISING VOLUME 
GOES UP-UP-UP! 


Advertising volume records have 
been broken consistently for the past 
five years. Approximately 90% of the 
advertisers using Iron and Steel En- 
gineer (a “blue book” of American 
industry ) have been in the publication 
for five years or more, and many have 
been in for more than twenty-five 
years—which is positive proof of the 
advertising value of this publication. 


DIRECT MAIL SERVICE 


To follow through with direct mail 
advertising, our lists are available to 
advertisers—for complete coverage of 
the industry or for promotion to any 
segment by selection. 

Write for additional information! 
See our listing in this section for rates 
and mechanical data. 


Dron AND Steel ENGINEER 


1010 EMPIRE BUILDING 


e PITTSBURGH 22, PA. 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1, ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers ond their advertising 


agencies. {- 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 

FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass and frozen packages. 





BAKING 














4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 





PULP AND PAPER a 





Southern Pulp and Paper Man- 


ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. 
& 


Southern Printer. Reaches commer- 
cial printers and newspoper mechanical 
superintendents. 





8. PRINTING 





9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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Advertiser changes. . 


begins on p. 181 


development department of Ansul Chem 


Wis. Morris Neuville 


Co 


ical Co., Marinette, 


} 


will be his assistant. 


. former sales manager, 
Worcester, Mass., has 


Robert J. Krieger . 


Riley Stoker Corp. 


been named vice-president in charge of 


sales. 


W. H. Pender. . 
conveyor and elevator belting, Quaker 
H. K. Porter 
, Philadelphia, has been named man 


former field engineer for 


Rubber Corp., division of 


of belting sales for Quaker. 


former account 


Jack T. D. Cornwell 


executive with Hazard Advertising, has 


been named advertising and sales prc 
motion manager for the chemical division 
of Celanese Corp. of America, New York 


M .J. Hoover . . former 
Chemical 


jenerai manager 


f one of Sun Corp.'s sales 


divisions, Long Island City, N. Y., has 


been named sales director and a member 
of the management committee 

George R. Foster . . former salesman for 
the U. S. 


a 


Steel Supply Division of U. S. 
Steel Corp., Pittsburgh, has been appointed 
general 


Supply 


manager, stainless steel division 


sales department of the Steel 


Division. 


American Brake Shoe Co. . . New York, 
has purchased Metallic Friction Materials 
Co., Cleveland. The plant will operate as 
a part of the Sintermet Division. W. T. 
Kelly, Jr., vice-president of American Brake 
Shoe, will be president of the division. 
James R. Butler . . former merchandising 
and eastern sales manager, Raytheon Mfg. 
Co., has been appointed director of ad- 
vertising and sales promotion for Magne 
cord, Chicago manufacturer of magnetic 
tape equipment. 
Earl V. Pierce . . has been named district 
sales manager in Chicago for 
Brass Co. Floyd E. Hill, former district 
manager in Chicago, has been 


American 


sales 
named assistant sales 
Wis. office. 


manager in the 
Kenosha 
Judson A. V. Hyatt . . former sales man- 
ager for the graphic arts division, Fair 
child Camera and Instrument Corp., has 
been appointed director of commercial 


sales. 


Frank R. Dellitt . . formerly Rockford, Ill. 
branch manager of Underwood Corp., 
New York, has been named sales man- 
dealer division of the company. 
Continued on page 189 


ager 


| 


Serving exclusively 


a gas-heating field of Man- 
ufacturers, Jobbers, Dealers, 
and Gas Heating Executives 
in Gas Utilities. This year 
1954, they are making, 
selling and installing 800,- 
000 central heating 
tems, (conversion gas burn- 
ers, warm air-air condition- 
ing (cooling) year-round 
furnaces and gas boilers), 
plus 2 million water heat- 
ers, 175,000 floor furnaces, 
300,000 wall furnaces, 1-3/, 
million space (room) heat- 
ers, 80,000 incinerators and 
110,000 unit heaters. This 
is an $850,000,000 retail 
sales market, plus the $Mil- 
lions for gas fuels, repairs, 
service, etc. 


sys- 


Gas is now supplying 


47-. million installations of 
comfort heating equipment, in- 
cinerators and water heaters in 
the U. S. Heating equipment con- 
sumes more natural gas than any 
other kind. Underground storage 
for natural gas has increased 
1280% in the last 10 years to 
nearly 2,000 billion cubic feet of 
high content BTU fuel. During 
the same period the proved 
natural gas reserves (despite 
the enormous increase in con- 

pti and d d), have 
increased 50% to 240 trillion 
cubic feet. GAS HEAT has ex- 
cellent readership. Many services 
for advertisers: Free lists of 
Manufacturers’ Agents selling in 
this field; Free lists of gas heat- 
ing Personnel in the Gas Urtil- 
ities; “Rep Digest’’ listings in 
our free quarterly magazine 
which goes to the Rep List; A 
Mailing Service so that advertis- 
ers may cover our lists with cat- 
alogs and literature. A continu- 
ing Merchandising Service. SEND 
FOR “GAS HEATING — Today 
and Tomorrow’, a  24-page 
booklet that is a complete sta- 





X\, tistical study of this field and 
Ss 


2 W. 45th ST. NEW YORK 36 








Goodyear Aircraft Corp . . Akron, O., an 
nounced the following changes in its sales 
division: Denton E. Zesiger, in charge of 
field representatives and subcontracts in 
the aeronautical industry; Harold P. Par- 
tenheimer, Jr., in charge of sales relative 
to radar structures and associated prod- 
ucts; George M. Quinn, sales manager for 
the aeronautical industry. 


Charles W. Bowden, Jr. . . former chem- 
ical industry sales manager for the indus- 
trial division of Minneapolis-Honeywell 
Regulator Co., Philadelphia, has been 
named manager of the extension division 
of the industrial division. 


Clark Munger . . formerly housewares ad- 
vertising supervisor, Westinghouse Appli- 
ance Div., Mansfield, O., has been named 
advertising and sales promotion manager 
for Barnes Manufacturing Co., Mansfield, 
S: 


Herbert F. Webster . . formerly divisional 
manager, sales promotion and advertising, 
Gar Wood Industries, Wayne, Mich., has 
been named to the newly created position 
of advertising manager for Shatterproof 
Glass Corp., Detroit, Mich. 


Homer L. Andrews .. has been named 
market analyst and sales promotion con 
sultant for The National Radiator Co., 


Johnstown, Pa. 


Howard B. Huntress . . has been named 
director of research for the newly organ 
ized Sintermet Div., American Brake Shoe 
Co., New York. 


Everett E. Leedom . . has been named ad 
vertising manager for Electro-Voice, Bu 
chanan, Mich. 


Arno O. Witt . . former manager of sales 
promotion, Schramm, Inc., manufacturer of 
construction tools, West Chester, Pa., has 
been named manager of export sales. 


Donald O. Agnew . . former buyer-mer- 
chandiser of the auto and home supplies 
department of B. F. Goodrich Co., Akron, 
O., has been named field manager-special 
accounts for the associated tires & acces 
sories division of the company’s tire and 
equipment division. 


J. R. Smolenske . . with the advertising 
department of Colorado Fuel & Iron Corp., 
Denver, since 1946, has been named ad- 
vertising manager of the western division. 


Theodore Skoglund . . former product pro- 
motion manager for residential air con- 
ditioning, Carrier Corp., Syracuse, N. Y., 
has been named director of sales training 
Unitary Equipment Div. 

Continued on page 190 
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BBWBeBBBBBBBeBBBBeBeBBBBBeBBQBeeaes 


SBR eeBeneeeeaeeaeeenanaa 





“Look — no hands”... 

-has al- 
ways been the objective of pro- 
duction men in their efforts to se- 
cure a steady FLOW of materials 
through a plant. Call it automa- 
tion ... if you wish, but it’s not 


new. We called it Aigw in 
1944 — it is still FLOW today! 


Kigw 1240 Ontario Street ® Cleveland 13, Ohio 


SBSBBBBBBBBBSBBBBBBBBBBBBSBBSRBBBBBBBeeBBBBBBBBR BREE ES & 


SN i i i i i i i i i i i i ie i i hn i i ie i i i i i i ie i ie i i i i i i i i i 


The Rubber Industry Spends 
More Than 2 Billion Dollars Per Year for 
Equipment, Materials, and Services 


AND More Advertising Dollars are Spent Annually 
in RUBBER WORLD than in any 
publication serving the Industry 


WHY? Because only RUBBER WORLD offers 
Complete Coverage of the Industry 


| BPI 2 ... Because Advertisers know that the leader- 
R g 4 ship of RUBBER WORLD brings results, and 
Wi 121 D . therefore sales. 

: } 1.. Leadership in complete and comprehensive 

| | PI yf | ) 4 editorial, edited by graduate chemists. 
WORLD ES 2. Leadership in circulation. 
x ! 3. THE FIRST AUDITED CIRCULATION 
in the industry. 


2p 

[QL Bb I : ¢ For these reasons, advertisers now sell- 
NW, @) Bd D : ing to the rubber industry, and those com- 

: panies with products potentially useful in the 
rubber industry are availing themselves of the 
opportunity to expand their market through 
the advertising pages of RUBBER WORLD. 
¢ Write today and we will gladly help you in 
determining the potential for your products in 
the great market in which RUBBER WORLD 
has been the acknowledged authority since 


RUBBER WORLD, 386 Fourth Avenue, New York 16, N. Y. 
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Build Eur naces | Advertiser changes . . 


ti begins on p. 181 
or Combustion 
} as | mew company formed by Tube Turns Div., 
Equipment National Cylinder Gas Co., Louisville, and 


Jackson & Church Co., Saginaw, Mich., for 


the manufacture of industrial plastic pipe. 
or t e teel David L. Perrot, of Jackson & Church, was 
elected board chairman and George O. 


Industry ? Boomer of National Cylinder Gas, presi- 


jent of the new company. 


ra want to Frank N. Kautzmann, Jr. . . former adver- 
tising and sales promotion manager for 
know about it! the kitchen and builder program, Crosley 
e Div., Avco Mfg. Co., has been appointed 
advertising and sales promotion manager, 
Furnace and combustion en- f General Electric Co.'s Laminated & In- 
gineering ss the responsibili- sulating Products Dept., Coshocton, O. 
ty of thousands of engineers : 
ynn Frost . . former advertising manager, 
like me throughout the iron and Hewitt-Robins, Inc., Stamford, Conn., has 
steel industry. Your equipment and been named merchandising and sales pro- 
engineering service is mighty im- motion manager of the Restfoam Division. 
portant to us. Tell us and sell us 
through your advertising in the 
aes ss t manager, Truck & Coach Div., General 
bible” of the industry—the IRON Motors Corp., has joined White Motor Co., 
AND STEEL ENGINEER, 1010 Empire -leveland, as manager of the lease sales 
Building, Pittsburgh 22, Pa. | division. 


Tube Turns Plastics . . is the name of a 


Max L. Strausser . . former assistant zone 


Russell F. Good . . formerly district man- 
ager for The Diamond Match Co. in St. 
Louis, has been named sales manager of 


and STEEL ENGINEER 


the book match advertising department 
in Springfield, Mass. 


James R. Chambers . . former sales pro- 
motion manager, Benjamin Electric Mfg. 
o., Des Plaines, Ill., has been promoted 
. . | to sales promotion and advertising man- 
57% of your market in 17 metropolitan areas etieny 


In the West 61°% of the 19.5 million people live 
in 17 standard metropolitan areas. In these 


areas are 46% of the West's lumber dealers | John M. Gallacher. . formerly with How 
req y 0 who do 57°% of lumber and building material | a 

sales in the Western market. While your sales- | ard Biddle Printing Co., has been named 
men can make more soles calls at less sales cost, advertising manager of C. H. Wheeler 


k for competition is stiff. AND DON'T FORGET THE ; 
0 wor Mfg. Co., Philadelphia manufacturer of 


% of your market in rural areas | steam condensers, and its division, Econ- 


HERE LIES NEARLY HALF OF YOUR SALES PO- | my Pumps. 
TENTIAL. In rural areas live 39% of the 19.5 | 
e million people—where 54% of all Western lum- 


ber dealers account for 43% of all lumber and 
building material sales. 


Impact where Pre-sell your products and services in both | lic relations and advertising for Pittsburgh 


d it most! uae 5 sets ‘ Plate Glass Co., Pittsburgh, has been ap- 

W-B paves the way for the personal selling ef- i ; : 
yor — ig forts a your representatives and distributors. | pointed assistant to the vice-president in 
It is read each month by the men you have to ma a. ah , ¥ oo 
sell—virtually 100% coverage of more than harge of the company’s merchandising 
5100 lumber dealers and more than 5600 of division. 
their best builder customers. 


Guy J. Berghoff . . former director of pub- 


ST Remember .. . | William G. Shepard . . formerly division 
remember: IN THE WE Only in WESTERN BUILDING with but one single sales manager in Chicago for the Ohio 


| EST ith low-cost investment can you put the promotional 
YOU DO ITB WITN 206 impact in both metropolitan and rural areas— Injector Co., Wadsworth, O., has been 
among lumber dealers and their best builder 
named general sales manager. 


6 T rt ey customers. 
WE Russell J. Hamilton . . has been named 


SERVING THE LUMBER DEALERS AND BUILDERS IN THE LIGHT CONSTRUCTION MARKET OF THE WEST ie cle wae at ts ee 


519 $.W. PARK AVENUE | PUBLISHED BY established Central sales region for Mc- 
PORTLAND 5, OREGON THE TIMBERMAN Kinney Mfg. Co., Pittsburgh manufacturer 


of builders’ hardware r 
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Media changes. . 


Hawthorne Stockwell 


Randolph Hawthorne . . former executive 
editor, Aviation Age, New York, has beer 
named editor. He replaces Robert J. Reed, 
who will become Cleveland manager of 


the magazine. 


Richard E. Stockwell . . former editor of 
Monsanto Magazine, Monsanto Chemical 
Co., has been named to a newly created 
position of editorial director of American 
Aviation Publications, Washington, D.C. 
M. A. Williamson . . former publisher of | 
Chemical Engineering, New York, and a 
McGraw-Hill executive for many years, 
has joined American Metal Market, New 
York, as chairman and publisher. 


Westinghouse Electric Corp. . . Pittsburgh, 
has made the following appointments: 
H. C. McDaniel, former manager of tech 
nical publicity, has been named manager says 


cf technical information and R. W. Dodge. C R (Bob) POPE 


former managing editor, Westinghouse 
Direct Mail Manager 


Engineer, has been named editor. 

Remington Rand Ince. 
Robert F. Walker . . former western ad 
vertising representative, Ahrens Publish 


667s? iin “— , 
sai iis. akin: Medial aclanelt: Riheaanien aaiinies It’s a pretty tough schedule when you 


tising representative for Traffic Service have to keep more than 2,000 salesmen 
Com; Mew York, poblicher of ‘Trailic supplied with worthwhile mail inquiries. 
World, Daily Traffic World and Traffic I can always depend on the Reply-O- write for 
Bulletin. Letter people for top-notch service, and 
: ie : FREE B (LE 
also for ideas to make our direct mail OOKLET 


Jack Faber . . has been named advertis more resultful. We invite tests of 5,000 
to 10,000 Reply-O-Letters 


4 pee na of cra Arts and “The Reply-O-Letter has proved its ver- from mail users who 
ocation cation, il 2. “i$ r ; isi 
ee. ee sees satility. We use it to help us sell office when satisfied with the re- 
sults, can then mail in 


machines and systems, typewriters, sup- 
larger quantities. 


f ° . . 
Leonard F. Corda . . formerly with B. F. plies—even contract services. It’s an im- 


Goodrich Co., has been named circulation portant part of our direct mail opera- 
manager for Finish, Elmhurst, Ill. tion.” 


The booklet, “ir Was AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Brooks M. Robinson . . formerly with Send for your free copy 
Simmons-Boardman Publishing Corp., has today. 

been named midwestern and eastern busi 

ness representative for Western Canner & th co 

Packer and Western Baker, Miller Free ‘ e 


man Publications, San Francisco. reply-o-letter 
THE REPLY-O PRODUCTS CO. 


Fred J. Zindler and Michael Gately, Jr. . . 7 Central Park West 


have joined the sales staff of New Equip New York 23, N. Y. 
Sales Offices: Boston * Chicago 
Cleveland * Detroit * Toronto 





ment Digest, Cleveland. 
Continued on page 192 
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“HOW MEYERCORD | Media changes. . 
SERVES INDUSTRY” 


No. | of a Series Chemical Materials Catalog . . New rates 


Run-of-book page, $540; 


lied four-page insert, $315 per page. 


MEYERCORD | Peter S. Carberry . . formerly of the ad 


vertising sales stan t retroleum Process 


Help You DESIGN [i icecaaesauaamee emcee 
Your Product 


Here’s a way to shave production costs all up and down the 

line... starting in the blueprint stage...a complete and 

continuous service to you and everyone in your organization 

concerned with product development and merchandising. ee... 

Meyercord Nameplate Decals identify your product and named sole advertising. representative 

instruct consumers in its use. We produce Meyercord he | ‘rot 

Nameplate Decals for avy commercial surface... for any 

temperature condition... for amy wear tolerance... for any 

production run, short or long. And we take over the design 

problem. " rn 
Your Meyercord representative gladly will show how our — cil — Beige neg 

decals surpass any other nameplate identification for ease ee cei cad die Rea 

and speed of application .. . with low unit cost. He’ll show aa ea a IS ea 

you how to cut time, labor, and material costs on your a ae ee 

present production line...and he'll place our laboratory 

at your service, to study your problems, to test, and to make 

specific recommendations that will save you money... all sales engineer 

without obligation, of course. with jeintz Co., has joined the ad 


entire 


uary 


Materials & Meth- 


FREE! «mark-it’ MANUAL OF DECAL NAMEPLATES 


Send today, on your company letterhead, for 


this valuable full-color guide to every indus- eh Seek: Senet : 


: ; , ‘ . A . iblication be published 
trial problem in marking, identification, in- : i 

. . . ~* ew 
struction, and information. Gives you 
hundreds of new ideas for the application of 


decals to your products. 


The magazine will be devoted en 
of the textile and 
related interests in the Worth Street area 


New York. The first issue will appear in 


THE MEYERCORD Co. ear january. N. A. Dick Brown, formerly with 
@ 5323 WEST LAKE ST. Reign Wierale Nace aati aban ie ew 

"YW bs, li aI, ania Mum. bnclains CHICAGO 44, ILLINOIS MRT aEe SD ree CNG Ee : ‘ 
publication & 





Do you have this kind of help? 
-> 


@ Industrial admen who read Industrial 
Marketing, always on the alert for im- 
proved marketing methods, need more 
Marketing Aid tips. If you are a pub- 
lisher, agency, display or printing house 
or if you provide some other service to in- 
dustrial advertisers, you may have the 
help they need. Send an example of 
your “marketing aid’ to Aids Editor, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 

No obligation. 








In every situation there is one authority — Diesel Power 
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Agency changes. . 


Bozell & Jacobs . . Houston, Tex., has 
made the following appointments: Lovick 
Draper, senior account executive and 

director and Edward Cope, public 


relations director. 


G. Hutton Hughes . . former vice-president, 
John Philips Advertising Co., Bloomfield, 
N. J., has been named executive vice- 
president in charge of the agency's newly 


established Easton, Pa., office. 


Will Barbeau . . has joined the editorial 
staff of Harshe-Rotman’s Rochester, N. Y. 


office. 


Harold Cabot & Co. . . Boston, has been 
named agency for Laboratory for Elec- 
tronics, Boston manufacturer of precision 


electronic equipment. 


John J. Mojonnier . . former advertising 
manager, Mojonnier Bros. Co., Chicago, has 
joined Allen Advertising Agency, Chicago, 
as account executive and copy supervisor. 


James F. Wolfe, Jr. . . formerly on the 
editorial staff of the Connellsville, Pa., 
Courier, has joined the public relations 
department of Ketchum, MacLeod & Grove, 


Pittsburgh. 


Alexander E. Reitz . . has been appointed 
media director, Waldie & Briggs, Chicago, 
in addition to his present duties of pro- 


duction manager. 


William Mordwin . . has become a partner 
in Hazard Advertising Co., New York. 


T. Robley Louttit . . Providence, R. I., has 
the following new accounts: Apco Moss- 
berg Co., Attleboro, Mass.; Lee Engineer- 
ing Co., Pawtucket, R. I., and Arkwright 
Finishing Co., Providence, R. I. 


Gordon White . . has been named vice 
president in charge of the creative de- 
partment, and William M. Williams, vice- 
president, head art director at Batten, 
Barton, Durstine & Osborn, Chicago. 


John Philips Advertising . . Bloomfield, 
N. J., has been named to handle adver- 
tising for Olympic Metal Products Co., 
Phillipsburg, N. J. manufacturer of elec- 
tronic housings and related products. 


H. B. Doyle, Jr. . . has joined Doyle, Kitch- 
Bg 

en & McCormick, New York, after 13 years 

of active duty in the U. S. Navy. 


Ruse & Urban .. Detroit advertising firm, 
has merged with Reilly Bird Advertising, 
Detroit. The new firm will be known as 


Continued on page 195 





NEW HOME OF U.S.E. RESEARCH AND 
PROCESSING LABORATORY, METUCHEN, N. J. 


—, 


For years, the U.S.E. Laboratories have taken the lead in the 
development of new envelope gums. Their work with starches 
and dextrines, plasticizers and wetting agents, polymers and 
copolymers . . . has produced thousands of gum formulas. But 
only those able to pass the “Final Degree” tests become U.S.E. 
brands, such as GRIP-QUIKS TROPIC-SEAL, SELF-SEAL® 
... and now the new vVx SEAL” 

vVx the improved synthetic-type seal flap gum, is a recent 
graduate, having passed all final tests. It offers visibility, instant 
tack with normal moistening, positive seal by “hand” or machine, 
neutral taste, pressman’s OK, and resistance to curl and humidity. 

vVx is now being used on all stock Commercial and Official 
sizes of White Woves and Bonds. Ask for samples. 


Lefend these Doors. 


... the U.S.E. Guarantee has its roots. Here in this 
modern laboratory experienced technicians with im- 
proved instrumentation continue their never-ending 
task—to make sure toe make better every U.S.E. prod- 
uct. That's why it pays to specify U.S.E. envelopes. 


*T.M. Reg. Appld. For 


UNITED STATES “!",;— 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 
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SEND FOR YOUR 
COPY TODAY! 


THE $4 BILLION 
WESTERN 
METALWORKING 
INDUSTRY 


and how 
WESSTSRN 
MS TALS 


can help yow sell it! 


® 

An 8-page guide for sales executives 
who want to capture the fast-growing 
western metalworking industry which 
in five years has gained $21% billion in 
value of manufacture, has doubled its 
production workers since 1947. 


Includes complete sales presentation 
conforming with the NIAA Outline. 


Describes WESTERN METALS’ 3- 
Way VERIFIED CIRCULATION 


1. VERIFIED BY BPA with 98.62% 
verification by ‘communications 
direct to publisher.” 

. VERIFIED FOR BUYING INFLUENCE 
through confidential customer 
lists furnished by more than 50 
firms who sell the industry. 

. VERIFIED FOR READERSHIP by 
limiting circulation to readers 
who regularly signify they read 
WM, find it useful and wish to 
continue receiving it. 


- 
Get the FULL story on how the 
West's fastest growing industrial 
publication can serve YOU — 








‘Advertising Pages (Increase or Decrease) 
Jan. to July 1954 compared with 1953 


WESTERN UP 48 PAGES 


METALS 





Other western 
netalworking 
publication 


DOWN 
28 PAGES 








*Source: August 
1954 Industrial 
Marketing 


WESTERN METALS 


A JENKINS PUBLICATION 


198 SOUTH ALVARADO ST 
LOS ANGELES 57, CALIF. 
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Agency changes .. 


begins on p. 193 


Bird, Ruse & Urban and Reilly Bird has 


been named president. 


Howard A. Gauvain . . former advertis- 
ing manager, Victc 

ing Co., has joined the staff of O. S. Tyson 
& Co., New York. 


Charles L. Rumrill & Co. . . Rochester, N. 
Y., has been appointed agency for Morgan 
Machine Co., Rochester, N. Y. 


Carol Sawyer . . formerly with Campbell- 
Ewald Co., New York, has been named 





media, production and traffic coordinator 
for Brudno & Bailey Advertising Agency, 

Z J 2 
Newark, N. J. 


Ray C. Jenkins Advertising Agency . . 
Minneapolis, Minn. will handle advertising 
for Automatic Control Co., St. Paul, Minn. 


manufacturer of automatic control systems. 


Walter C. Davison Co. . . Glendale, Cal., | \ \ | r NEW YORK’S LEADING 

has been named agency for Loud Machine | P | DESIGNERS AND BUILDERS OF 
| LS Ly DISPLAYS AND EXHIBITS 

CORPORATION 


| © WRITE FOR BOOKLET | 
Fred Wittner Advertising . . New York, | 


Works, Pomona, Cal. manufacturer of hy- 
draulic equipment for aircraft. 





has been named advertising and public | 96-20 43RD AVENUE @ CORONA 68, N.Y.C. @ ILLINOIS 7-2002 
ee ees iat rere | BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 
relations counsel for the associated com- 





panies of the Gulton Industries, Metuchen 


1 a 


BVWVVVVC VW BW BBW BBW BBBBBBBWBHQBQBQBQBBBBQBBQBBQBQBQBBBBBBBEBBBBBBB alo 


“You name it”... 


Gardner Advertising Co. . . St. Louis, has 
been named to handle advertising for 


automation, in- 


Emerson Electric Co., St. Louis. 


Denham & Co. . . Detroit, has been ap- 
pointed to handle advertising for the three 


strumentation, or control engji- 
divisions of Tann Corp., Detroit: Congress 





Drives Div., Congress Die Casting Div., 


neering — it is still a part of pro- 
duction FLOW. Control it... or 


automize it, if you wish — the ba- 


and Congress Tool & Die Div. 


Don Jillson . . formerly an account execu- 
tive with Richard A. Foley Advertising 
Agency, has joined the copy staff of Ait- 
kin-Kynett, Philadelphia. 


T. Robley Louttit . . Providence, R. I., will 
handle advertising for Stackbin Corp., 


sis of modern manufacturing is 
and always will he FLOW. That's 


why production men understood 


Pawtucket, R. I. manufacturer of materials 


handling and storage equipment. 
{uly 


Delphi Advertising, Inc. . . Brooklyn, N. 
Y., is a new advertising agency specializ- 
ing in technical and industrial advertising. 
James C. Sarayiotes, former advertising 


when we named our magazine 


Figw back in 1944! 


finw 1240 Ontario Street @ Cleveland 13, Ohio 


AWBV®CVW® BV BMW VW BBB BBB BBB QBQBBBBBBBBHBBBQBBBBBBBBBBBBBBBBBBBaua 
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and sales promotion manager, JFD Mfg. 
Co., has been elected president of the 


agency. 


TradeWays Inc. . . New York, marketing 
consultant, has opened a Chicago office at 
208 S. LaSalle St. 

Continued on page 197 
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Richard J. Brown 


Up from the Flooring 


Currently advertising and sales promotion 
manager for the Delta power tool and hydrau- 
lics unit divisions of Rockwell Mfg. Co., Pitts- 
burgh, Dick started his advertising career with 
the Armstrong Cork Co., under now-famous 
author Cameron Hawley. A Purdue honor 
graduate, and a member of Tau Beta Pi, he 
spent his first post-college year as a radio 
sports announcer, doing play-by-play football 
broadcasts. “Merchandising your industrial 
products” is his current crusade. He has writ- 
ten a series of articles on the subject for IM, 
beginning soon. 


John W. DeWolf 
A Do-It-Yourself Guy 


John W. DeWolf, vice-president of G. M. Bas- 
ford Co., New York, is a Texan who was edu- 
cated at the University of Illinois, where he 
earned both an engineering degree and a Tau 
Beta Pi key. He has been an engineer at Gen- 
eral Electric, a shipboard electrician and an 
advertising man at GE and Bethlehem Steel. 
John lives in suburban Scarsdale with his wife 
and two daughters, and is one of those do-it- 
yourself guys, at home. He specializes in read- 
ership studies, and serves on NIAA and IARI 
committees concerned with that subject. 
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Howard F. Barrows 


He Saves Our Soil 


Howard Barrows is one of the nation’s most 
active soil and water conservationists. And in 
his job as advertising manager and research di- 
rector for Austin-Western Co., Aurora, IIl., he 
has plenty of chance to crusade for his cause. . 
by talking it up to the men who use the heavy 
earth-moving equipment his company makes. 
Mr. Barrows, who served as president of the 
National Industrial Advertisers Association in 
1933, recently was named an honorary member 
of the Soil Conservation Society of America. 


hen 


Philip W. Swain 
An Old Artilleryman Steps Down 


Philip W. Swain, who directed the editorial for- 
tunes of McGraw-Hill’s Power for the past 20 
years, retired Sept. 1. Mr. Swain taught me- 
chanical engineering at Yale, was a field engi- 
neer and served as an artillery officer in World 
War I before becoming an assistant editor of 
Power in 1921. In 1933, he was named managing 
editor, and a year later he became editor. Mr. 
Swain, 65, will continue to aid Power as a con- 


sulting editor. 





Agency changes. . 


begins on p. 193 


Magazine, Menlo Park, Cal., has joined 
Charles Bowes Advertising, Los Angeles, 


as business manager. 


Batten, Barton, Durstine & Osborn . . has 
elected the following new vice-presidents: 
LeRoy H. Dreher, New York; Arthur J. 
Bellaire, York, Burton E. 
Vaughan, San Francisco. 


New and 


Maubert St. Georges . . has announced 
the formation of a new advertising agency 
name and located in New 


bearing his 


York. 


James A. Pilling . . formerly in the ad- 
vertising department of Plymouth Electric 
Go., joined E. J. Lush, New 
Haven, Conn., as a copywriter. 


has Inc., 


J. Gerald Brown Advertising . . Long 
Island, N. Y., has been appointed ad- 
vertising agency for Sossner Tap & Tool 
Lynbrook, L. I. 


taps and gauges. 


Corp., manufacturer of 


Richard-Lewis Advertising . . New York, 
Aula Chemi 


manufacturer of tex 


will handle advertising for 
Elizabeth, N. J. 


tile colors. 


cals, 


J. Walter Thompson Co. . . New York, has 
handle advertising for 
roducts, New York. 


been named to 
Sylvania Electric 


Edward Einhorn . . Huntington, L. I., has 
the following new 
Coi, 


4 


accounts: Vacuum Sales 


Huntington Station, N. Y. manufac 


urer of plastics; Machinery Corp., 


Huntington manufacturer of vacuum ma 
chinery, and Shelley 

tington manufacturer 

Al Paul Lefton Co. . . has 


York office to 


Vanderbilt 


aTand 


Ave. 


vertising manager for ¢ 
Kansas City, Mo., has joi 
& Co., Hx 


tive 
uve. 


uston, 1 


Brudno & Bailey Advertising Agency . . 


Newark, N. J., will handle advertising and 


promotion for Diamond Expansion Bolt C 


Ad Fried & Associates . . 


has opened a second office at 


St., San Francisco. 


Paul V. Offermann . . has been named 


production manager of Harold Warner Co., 


Buffalo, N. Y., advertising agency. 


Continued on page 201 
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MARKET COVERAGE — AMM’s horizontal circulation shows a readership of over 
30,000 management, purchasing, and operating personnel who directly control or influ- 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/os 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 
refineries; etc. 

DISTRIBUTION 

Consumers of metals for manufacturing and maintenance 

Distributors, dealers, exporters, etc. 

Producers of steel and other metals 


Government Departments, trade organizations, banks, etc. 
Unclassified 
READERS 
Purchasing Agents 5,922 
Chairmen, Presidents and/or Proprietors 5,244 
Genera! Managers 581 
Vice-Presidents 
Secretaries 
Treasurers 1,763 
ADVERTISERS —— Over 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades media—first with the latest news of the industry. 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
If you sell to the metal working industries, strengthen your advertising program by in- 


cluding AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street KiB) New York 38, N.Y 


Sales Managers 

Works Managers and/or Supts. 

Metallurgists 

Other (largely purch 9 9 'e 
engineering and sales personnel) .. 





2,833 





In every situation there is one authority— Diesel Power 
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Coles Costs Try these ways to stretch 


WITH | 


“KEY PROSPECT” 
MERCHANDISING 
ar Sain é 

N 


Consult 


WALDIE 


and 


BRIGGS 


inc. 


Advertising 
Est. 1922 


221 N. La Salle St. - Chicago 
FRanklin 2-8422 





RENEWAL PERCENT 


*A.B.C. June 30, 1953 


No other publication in the national truck 
fleet field can match TRANSPORT TOP- 
ICS in news market coverage, renewal per- 
cent or readership. 


TRANSPORT TOPICS thoroughly covers 
for-hire motor freight carriers . . . men 
who own and operate 50 percent of the 
tractor-trailer combinations in the road, 
over one million power units altogether. 
They account for more than 51 percent 
of the truck ton-miles rolled up each year 
and gross $5 billion annually. They com- 
prise the largest single motor transport 
market in America. 


NATIONAL NEWSPAPER 
OF THE MOTOR FREIGHT CARRIERS 


Washington 6, D.C. 


Paper and ABC statement 
«by airmail on request 


‘ 
Y 
Se unt 


> ay | 
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your advertising dollars 


Fifteen techniques to save you from your own opinions 


By Everett D. Biddle 


@ IF WE WOULD religiously test our 
advertising to find the profitable 
approach to other people’s minds 
we would save a great deal of mon- 
ey. And many of the boastful or 
clever phrases in institutional ad- 
vertising would never get pub- 
lished. 

Toward that end, I'd like to offer 
15 dollar-stretching suggestions for 
better advertising: 

1. Test your ads. Put a key in 
every ad and periodically check the 
keys. This helps guide your adver- 
tising people away from their mere 
opinion. They can find out what 
makes readers respond. 

2. Offer something in the ad. A 
catalog, a chart, a booklet, a sample 
or something that will assist you to 
get a measurable response that will 
begin to bridge the gap between 
prospect and factory. 

3. Test your media. Re-evaluate 
your publication list regularly. In- 
dustrial publications change _ in 
readership and value. Maybe you 
have a few dead ones on your list. 
Your agency will be glad to work 
out a readership questionnaire to 
send to a representative list of your 
customers. Find out what trade 
publications they are reading. You 
can also query your representatives 
as to what their customers refer to. 
In evaluating publications be sure 
to check the quality of the leads as 
well as the quantity. Industrial and 
geographical coverage breakdowns 
should be compared against your 
sales and distribution. You may be 
selling ice boxes to Eskimoes. 


4. Try It First . . Test your direct 
mail advertising. Send out a few 
thousand copies to see if your re- 
turn is worth while before ordering 
and mailing in large quantities. 

5. Put your most interesting items 
in your advertising. Don’t use ex- 
pensive space to dispose of over- 
stocks or products that your sales 
department has been unable to sell. 
You would just be throwing good 
money after bad. 

6. Have your advertising people 
travel. Send them out to do some 
market investigation to determine 
copy themes. Let them travel with 
some of your good territory sales- 
men so they can hear what a good 
salesman says and to whom he says 
it. Let them call on customers to 
see what they say and what they 
ask about your product. 


7. Be Specific . . Be sure your 
ads and mailing pieces are different. 
They must have some element in 
them which gets attention. Our eyes 
and ears are bombarded today by 
the largest volume of advertising in 
history. You have to have some- 
thing special to get attention. 

8. Offer something specific. General 
or non-specific ads are usually not 
as productive as when you describe 
a particular product or service. Of- 
fer a try-out or a sample for expeni- 
mental work. Free engineering as- 
cataiogs, estimetes, etc., 
can be very effective. 

8. Use your own customer list for 
direct mail if possible. You will find 
it most productive. Be sure to plan 


sistance, 





your direct mail to go out regular- 
ly. Make provisions to avoid having 
it put off by the pressure of other 
work. A number of manufacturers 
I know employ married girls who 
formerly worked at their office, on 
a part-time basis to maintain their 
direct mail advertising. Don’t spend 
too much on the individual piece so 
you can afford to send more pieces. 
I also suggest that you enclose two 
or three other pieces in the same 
mailing. 

10. Repeat Your Best . . Have 
the courage to remail effective 
mailing pieces and be sure to key 
everything you mail so you can 
check the results. 


11. Repeat your profitable adver- 
tising. If you find an ad that works, 
run it again and again just as you 
would repeatedly send out a good 
salesman to make calls. Not only 
because advertising mechanics are 
very expensive these days, but be- 
cause it is not necessary or advis- 
able to create a new piece of copy 
and a new set of plates for every 
issue. An advertisement has to ap- 
pear in new publications at least 
four times before everyone sees it. 
And besides, what if they do see 
it again? . . you are merely adding 
more impact. I was reading the 
other day that some publications 
have a 40% to 80% annual sub- 
scription turnover, which is another 
reason for repeating effective ad- 
vertisements. Just because you are 
tired of a particular ad is no sign 
that the rest of America is even 
aware of it, much less tired of it. 


12. Be Dramatic . . In planning 
appropriation expenditures don’t 
scatter your shots by using too 
many media. It is better to do a 
good job in direct mail and pub- 
lication space than to spread the 
money in a number of other meth- 
ods. This makes your efforts much 
less noticeable in all of the media. 


13. Try a dramatic approach. Or- 
dinarily, I believe 12 issues a year 
is the most effective way to use a 
publication. Yet on occasion it 
might be highly profitable to use 
a double spread or even a four- 
page insert in order to dominate 








$35 Billion —5 year plan 
for your advertising— 


based on FACTS 4 


Gear your advertising pro- 
gram to capitalize on this ex- 
panded and accelerated $7 bil- 
lion-a-year construction mar- 
ket. 

This $35 billion-5 year pre- 
diction is based on facts—de- 
tailed by types of construction 
and itemized for Illinois, In- 
diana, Ohio, Northern Ken- 
tucky and the St. Louis trad- 
ing area. 

Write PO Box 1074 Indian- 


OVER 8800 CIRCULATION 


apolis for your copy of the re- 
port covering this important 
tri-state market containing 
15°) of the nation’s popula- 
tion and 20% of the nation’s 
new construction. 

Cover this Multi-Billion 
Dollar Market completely 
through the advertising pages 


ConstRuCTION J)IGEST 


Over 8800 Readers 


Indianapolis 6 
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Target... 
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for production men is 


the continuous FLOW of mate- 


rials and products through the 


plant. Controls, engineering, au- 


tomation are part of this FLOW. 


If your product accomplishes bet- 


ter, smoother, cheaper or faster 


flow, your advertising belongs in 


finw -— the magazine of flow 


since 1944! 





that particular issue. Once in awhile 
upset the apple cart and do some- 
thing different. 


1240 Ontario Street * Cleveland 13, Ohio 


Aw 
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What's in a name?... 


was so named because it cov- 
ered the basic concept of mod- 
ern industry in a simple word — 
FLOW of materials, FLOW of 
work, FLOW of products. Today, 
you might call it “automation”... 
if you wish. But industry has 


known it as Ainw — since 1944! 


1240 Ontario Street 


Flaw 
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FLOW 


e Cleveland 13, Ohio 
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3rd ADVERTISING 
ESSENTIALS SHOW 


THE HOTEL BILTMORE, NEW YORK 
November 15th, 16th, 17th, 1954 


ADVERTISING TRADES INSTITUTE, INC. 
Thomas B. Noble, Chairman 
270 Park Ave., N. Y. C., 17 MU 8-0091 
OVER 9,700 ATTENDED LAST SHOW! 


The newest in Displays of 
All Kinds @ Graphic Arts 
@ Packaging @ Premiums @ 
Visual Aids @ Photographic 
Services @ Art @ Paper @ 
Signs @ Allied Products 
and Services @ Films. 


Write Evelyn Owen on business 
letterhead for guest tickets 
or exhibitor's information. 

















the Real Push 
Behind Sales! 


Youll tind ‘*Smips’” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and’ warm air 
heating contractors. See Indus- 
trial Marketing Data Book 


S707 WEST LAKE STREET CHICAGO 44, ILLINOIS 


Tata The 
y TRACTORES 


e@ THE FARM TRADE 





ROUTE NO. 2 


IMPLEMENT & TRACTOR INTERNATIONAL CORP. 
OFFICES: NEW YORK * CHICAGO + CLEVELAND * KANSAS CITY * LOS ANGELES 


See Market Data Book 


Page !7 for information 
on monthly competitive 


| lcd Ma 


osainihe 
CHESTERTON, INDIANA 


FARM MAGAZINE for 
LATIN AMERICA! 
e@ COVERS LARGE ACREAGE RANCHERS, 
PLANTERS, COMMERCIAL FARMERS 
e GOVERNMENT AGRICULTURAL OFFICIALS 
e@ OVER 20,000 AUDITED COVERAGE 
Write for Market & Media File 


GRAPHIC ARTS BLDG. 
KANSAS CITY 5, MO. 








Ways to stretch your dollars . . 


nr 10n 


14. Remember the lowly letter. It 
still sells more goods than any other 
advertising medium. One manufac- 
turer I know sends out at least 10 
first class letters daily. He describes 
a specific article, asks for a favor or 
a reply and invariably uses the 
P. S. as a clincher. He sells an 
amazing amount of goods this way. 


15. See Other Fellow’s Side . . 
Start a history of advertising re- 
sults. Carefully keep it up, and in 
a few years it will show you the 
type of ads that prove most profit- 
able for you both in publications 
and direct mail. 

You have a right to expect favor- 
able returns from your advertising. 
You have a right to have it profit- 
able. And you can have all that if 
you will give advertising the atten- 
tion it deserves. Advertising is a 
great arm of sales when planned 
from the other fellow’s viewpoint 
rather than your own opinion. s 


Air freight company builds 
‘tailor made’ sales talks 

Here’s a method of having a 
“tailor made” sales talk prepared in 
advance for each prospect, from 
standard component parts. 

Emery Air Freight Corp., New 
York, does it with a loose leaf file 
folder. Each leaf in the folder bears 
a different sales point for Emery. 

Before a salesman goes out on a 
call, he sets up the folder so that 
the selling points that will most 
impress this particular prospect will 
be presented most advantageously. 
The salesman leaves the folder with 
the prospect for reference. 


Sylvania’s birthday party all 
wrapped up .. in cellophane 

Cellophane-wrapped newspapers 
and miniature birthday cakes helped 
American Viscose Corp.’s Sylvania 
Div. celebrate its 25th birthday. 

The division makes Sylvania cel- 
lophane at a big plant in Freder- 
icksburg, Va. On Aug. 20, the 25th 
anniversary, all copies of the Free 
Lance-Star, the 
were wrapped 
local civic leaders received minia- 
ture birthday cakes wrapped in cel- 
lophane. 


local newspaper, 


in cellophane, and 





Agency changes. . 
begins on p. 193 


Kerker-Peterson & Associates . . Minneap- 
to handle advertis- 
Granite Co., Cold 


of structural gran- 


olis, has been named 
ing for Cold Spring 

Spring, Minn. producer 
ite 

Penn & Hamaker . . Cleveland, has been 
named to handle advertising for The Chas. 
Wm. Doepke Mfg. Co., Rossmoyne, O., 
manufacturer of materials handling equip- 
ment. 

Jackson How .. formerly advertising ac- 
count supervisor for Worthington Corp., 

has joined John Mather Lupton Co., New 
York. 


has been 
for Gyro- 


Gaynor & Co. . . New York, 
named to handle advertising 
mechanisms, Inc., Halesite, N. Y. 

Clarence Koester . . former art director, 
Palm & Patterson, Cleveland, has joined 
the art department of Meldrum & Few- 
smith, Cleveland. 

has elected 
Joseph H. 
board; 


The Buchen Co. . 
the following vice-t 
Caro, 
Jack W. Eigel, account executive; Richard 


- Chicago, 

oresidents: 
chairman, merchandising 
N. Hobson, chairman, board of review; 
ount supervisor; Arthur 
, and How- 


James L, Perry, acc: 
E. Petersen, account e 
ard W. Rose, direct 


G. M. Basford Co. . . Cleveland, has been 
Good R 


Corp., Minerva, O., manuf 


named agency for ads Machinery 
A acturer of road 
maintenance equipment. 


Roland G. E. Ullman . . Phila 


handle advertising for 


delphia, has 
been named to 
Trent, Inc., 


Philadelphia manufacturer 
electrically heated i 


1 equipment. 
Merrill, McEnroe & Associates . . Chicago, 
has the following new accounts: Western 
Chicago manufac- 
Chicago 


, Chicago; B. F. 


Railroad Supply Co., 
turer of railroad safety devices; 
Freight Car and Parts Co 
Gump Co., 


ment for food industries; 


Chicago manufacturer of equip- 


Weingartner Mfg. 
Co., Chicago manufacturer of metalwork- 
ing specialties; and Lighting Products, Inc., 


Highland Park, IIl. 


rescent lighting 


manufacturer of fluo- 
equipment. The agency 


f 


has resigned the account of Glynn-Johnson 


Chicago manufa of builders’ 


New York, has 
been named to handle advertising for the 


Compton Advertising . . 


Fibre Milk Container department of Amer- 


New York 


ican Can Co., 











DO YOU GET 
MAXIMUM MILEAGE FROM |p. 


.' 


~ 
a Ay 
- 


‘= 


YOUR ADVERTISING? __ Fag 


The extra advertising mileage you get 


from PLATING is the bonus you get in selling 
to key executives your salesmen can’t see . . . and 
it pulls top quality leads. Your advertising 


belongs in PLATING. . 
magazine in the industry . 


. the authoritative 
. the official publication 


of the American Electroplaters’ Society. 


Write for Media Data File and rate card 
(Follows NIAA stondards.) 


Business Off.: American Bldg., 445 Broad St., 


Newark 2, N.J. ° 


Tel.: HU meoior 2-3400 











INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business ... more quickly. 


Toexniles 


PANAMERICAN PUBLISHING COMPANY, inc. 
570 7th AVENUE, NEW YORK 18, N.Y 














$e 
Fou MINING 


is read by 
MEN who BUY! 


we Ae 


Rhee Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula- 
tion, revised daily. guarantees you max 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 
and anthracite. 


It pays to advertise in 
COAL MINING 


J. O. Vinney. president, Speco, Inc., 
Cleveland paint manufacturer says: “We 
have advertised exclusively to the min- 
ing industry in Coal Miring since 1946. 
Results have been consistently good and 
our sales have increased steadily .. .” 


6837 


- COAL MINING — 


4575 Country Club Drive + Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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gw Send for available Reprints of editorial features 
are offered here as a special 


e service to IM readers. Please 

ye send number and name of 

epri I its article with exact amount in 

coins, stamps or check to: The 

Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 

of Industrial Marketing 


Sorry, we can’t handle credit 
orders under $1. We'll be happy 


feature articles a to bill you for larger sums. 


A portfolio of award- -winning industrial advertising campaigns 
September, 1954 





RCA’s quality control campaign 


by E. T. Jones, August, 1954. 35c 


The sales engineer is losing orders, if he doesn’t use ads 
by Bernard Lester, May, 1954. 10c 


. vv ° ° 
\ \\ Dixie Contractor | 238 Ren esa die record in 1953, place 506.777 pages in business papers 
ARCHITECTURAL ISSUE yaar 
7 C Manufacturers see more sales, bigger ad budgets in 1954 
Here is the key to the Heart January, 1954. 35¢ 


of a $11 2 Billion Market How to prepare jyour industrial catalog 

in 5 Busy Southern States by R. Falk, from a series in the September, October, November and December, 1953, 
GEORGIA $604,698,994 a 
S. CAROLINA $250,629,990 | 234 ‘Before and after . . what have we learned from Readex? 

by Howard G. Sawyer, December, 1953. 50c 

TENNESSEE $253,736,960 
FLORIDA ’ 23 Best- read industrial ads . . photos outpull drawings 
ALABAMA $219,527,655 November, 1953. 256 


$762,750,000 on ag iis R23 Idea book ee Blackhawk into key line for distributors 
' ' ' November, 195 25¢ 
pitals, water, sewers, industrial develop- _ ‘ . ‘ 

. * 31 ow to select media in today’s competitive conditions 
am aes construction, dams, locks, by Harold A. Wilt, October, "1953. 25¢ 


DIXIE CONTRACTOR 3 Forecast 6.9% gain in 1953 for banooes | paper ad volume 


P.O. Box 2120 Atlanta, Ga by Angelo Venezian, August, 1953 
. . ’ bad 


Which ad attracted more readers? 
A selection of Starch scored ads from Industrial Marketing's monthly feature. 








Sales promotion ideas 
A selection from Industria! Marketing’s monthly department. 75c 


IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75c 


You are now entering the industrial merchandising eral 
by G. D. Crain, Jr., May, 1953. 


What 641 leading advertisers spend in business papers 
May, 1953. 50c ” 


How industrial advertising paid o 
An NIAA study of 17 case histori = June 1951-Dec. 1952. 50c 


How to know when to use manufacturers’ agents 


How many of these by Thomas A. Staudt, Oct., 1952. 50c 
e e 
Eight advertisers tell results from external publications 
12 TSN Special Services Morin eee 


; 9 How to live happily with your agency . . and vice versa 
are helping you now: by Howard Sawyer, April, 1952. 25c¢ 


. An effective Ad- . Buying Aids - 91 companies report . . industrial salesmen earn average $8,000 in ‘51 
vertising Medium . Market Data | by Merle Kingman, Mar., 1952. 25c 


. Merchandising your 
advertising . aap » Giher coneviatien Salaries of industrial ad managers - in LF ll years... 
sales organization . Copy Suggestions | Median industrial advertiser spends $ 

. Direct Mail Lists 10. Photographic Aids by Bob Aitchison, Nov. and Dec., tee. ee 


- Inquiry Forwarding Of. Srenneing Spsctiers Today’s cheap advertising dollar . . is it fact or fancy? 
. Field Research 12. Reprints by Borden Putnam, Nov., 1951. 25c 


Write for reprint on these Services, Case His- 
tories brochure, latest BPA statement and copy 


of ti A guide to better publicity 
a agaraces: by members of the Industrial Publicity Association, New York. 75c 


Transportation | How to advertise to business men 


by Howard G. Sawyer. Selected from a 1949-1950 series of articles. 75c 


BA] Supply N Cmws Np PI | 7 How to measure results of agg aeeting 


by William A. Marsteller, May, 


Today's sales incomes can get out of hand. . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 25¢ 


The Only Fleet Operetions end Meintenence Product Tabloid 
We went to four-color inserts on a cut budget 
25 


22 W. Madison St., Chicago 2, Ill. by Clifford Stubbs, June, 1948. 25c. 


How can I find what type to use? 
Detroit — New York — Cleveland — Tulsa by A. Raymond Hopper, April. 1948. 25c¢ 


4 5 ; Astant. 
eB — San Fr _— 





Market research combats high = costs 
c 


OL a I by Richard D. Crisp, Feb., 1948. 
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Plenty.:.Punch 


in new Junior Units! 


Junior Units in standard mag- 
azine sizes (7 x 10, 4% x 10, 
2% x10, 4% x5, etc.) are now 
available for the first time in 
DIESEL PROGRESS, the LIFE-size 
magazine of the diesel industry. 
Try these new Junior Units 
for SIZE—no need for special 
plates! 
@ For full information, 
rates or brochure, WRITE, 
WIRE or TELEPHONE — 


DIESEL PROGRESS 


Cole Station, Los Angeles 46. Calif. 
BRadshaw 2-6273 








© Use as a Premium 
* Developing Prospect List 
* Helping Salesmen 

Better Selling Job 


1. Many standard designs availa 
with your client's imprint. 

2. Special order calculators manufactured for 
any special industrial purpose. 











MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1955 SCHEDULES 


... see the hundreds of pages 
of data covering 63 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


. +. im your 
1955 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 











Agency changes. . 


Emory M. Heuston . . former manager 
the 


advertising department 


Co., has joined the staff of Richard 


it Advertising, Cleveland. 


George C. Fox.. 
tising manager of Electric Products Co. 
has joined the staff of Robert Redhead As- 


sociates, Cleveland. 


H. L. Anderson .. former sales promotion 
and advertising manager, Concord Chem 
ical Co., has joined the staff of Benham 
Advertising, Philadelphia, as account ex- 


ecutive. 


Joseph F. Schram .. former director of 
public relations for the Home Builders As- 
sociation, has been appointed director of 
a new news service department, Howard 
Swink Advertising, New York. 


Bond & Starr, Inc. . . Pittsburgh, has been 
named to handle advertising for Phillips 
Corp., Pittsburgh manufacturer of materials 


handling equipment. 


Oliver Darling . . formerly with C. M. 
Johnson Co., has joined the publicity de- 
partment of G. M. Basford Co., New York. 


Hazard Advertising . . New York, has 
made the following staff additions: 
Richard John Cusack, formerly with U. S. 
Rubber Co., has joined the copy depart- 
ment; Cas Norwaish, formerly with Ruth- 
rauff & Ryan, has joined the art depart- 
ment; J. Nelson Borland, formerly with 
Fairbanks-Morse export department, has 
joined the editorial department. 

Ad Enterprise leveland, has been 
named agency for Euclid Mfg. Co., Euclid, 


O. 


Walter C. Hyland . . has been named 
executive vice-president and Sheldon D. 
Spencer, vice-president and general man- 
ager of George T. Metcalf Co., 


Red 


Providence, 


Linwood G. Lessig . . formerly with J. 
Nalter Thompson Co., has joined the New 
York office of Al Paul Lefton Co. as direc- 
tor of technical advertising. 

Friend * Reiss Advertising . . New York, 
will handle advertising for Vanderbilt Tire 


& Rubber Co., New York. 


Maurie H. Orodenker Advertising . . Phil- 
adelphia, has been named to handle ad- 
vertising for Cutler Electrical Products, Phil- 
adeiphia. 


Continued on page 206 





KEY to this 


See Section, ‘‘The Key 
To The Only $40 
BILLION MARKET”, 
Page 177, 1955 Mar- 
ket Data Book. (June 25, 1954) 


To Unlock Its Treasure Chest, Use 
CONSTRUCTION NEWS MONTHLY! 


Construction is actually booming 
in this section (Okla., 54 counties 
in E. Mo., Ark., 39 counties in W. 
Tenn., Miss., & La.). The EASIEST, 
QUICKEST and MOST INEX- 
PENSIVE way to cash in is direct 
— through this publication. 

You reach the 7,050 Key construc- 
tion folks who are doitug the job! 
They not only read this localized 
NEWS-trade magazine of what's 
doing in their field but live by it 
with its BIDS WANTED, etc.— 
the lifeblood of the industry! 

@ Send for BASIC FACTS, DATA FILE 
explaining the concentrated circulation 
and eager readership of this 20-year- 


old NEWS-trade magazine. Or ask your 
Advertising Agency. 


Construction 
News Monthly 


Box 2421, LITTLE ROCK, ARKANSAS 








BEDDING GIVES YOU 


a ‘‘WIDE-AWAKE”’ Opportunity 


to sell to the Sleep Equipment Field! 
LE EB ELLIE LL SNCS, 





Take advantage of the amaz- 
ing fact that YOU can: 


Reach a great $500,000,000 market 
with only ONE book! 


Reach the manufacturers who produce 
90% of the industry’s volume! 


Buy a full page for 3-%4c per sub- 
scriber (12 time rate)! 


Yes, BEDDING makes selling 
pretty soft! 


For Detailed Data See 
Send now for 


Industrial Marketing's full information. 


Annual Market Data Iaaaaiaeaeemaaaamel 
& Directory Number 


Merchandise Mart, Chicago 54 
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“I feel that IM is the one outstanding guide for today's 
marketing personnel. Here, at Carey, each of the sales 
managers reads every issue. I personally have IM routed 

to me last so that I may have it for study and future reference.” 


Says L. Charles Underwood 


Manager, Advertising & Sales Promotion 
The Philip Carey Manufacturing Company 


After attending Wittenburg College and graduating from the University of Cincinnati, Charles 
Underwood served in an executive capacity with General Motors and Dayton Rubber, as well as 
with an agency and an insurance company. During the past eight years with his present firm, he 
has been active in various organizations which include the past presidency of the Cincinnati 
Industrial Advertisers, senior director of NIAA, the Advertisers Club of Cincinnati, the 
Cincinnatus Association, and the Maketewah Country Club. Among hobbies he lists 

his family first, then civic affairs, music, philately, antiques, golf and football. 


Phoferred Reading wirn ieatvilis 


make industrial advertising 


“IM recognizes the basic fact on which our business is 
based—that the problems of selling industrial products are 
unique, and require the specialized attention that only IM 
gives them. The exclusive news and features in every issue 
make it must reading for our entire staff.” 


Says W.E. Morton 
Vice-President 


Russell T.:Gray, Inc. 


Attending Massachusetts Institute of Technology helped Walter Morton get his first job as a technical 
writer, but the attractions of the advertising field proved stronger than engineering. Starting as a 
beginner copywriter with Russell T. Gray, Inc., he became an account executive in 1946. Since 
being appointed vice-president in 1952, Mr. Morton has been acting in an over-all supervisory 
capacity. Aside from enjoying family life and the activities of his two children, he finds 
relaxation in his favorite hobby of woodworking. 





“The practical information reported by IM saves much 
experimentation—saves valuable time. This sharing of 
information on successful programs will, I believe, pave the 
way to more reasoned advertising practices, and thus foster 
an ever greater acceptance of industrial advertising.” 


Says John M. Clampitt 
Public Relations 
Aluminum Company of America 


A degree in journalism from the University of North Carolina started John Clampitt off on a job 
hunt that ended with a two year stint as operating supervisor for Montgomery Ward in Chicago. 
From there he moved on to Alcoa where, among his other duties, he served as editor of Golden 
Triangle, the paper of the Pittsburgh chapter of NIAA which won the Traffic Service award. 
During the past three years, awards have been a habit with Mr. Clampitt, having won them from 
Putman, Topper and the Cleveland Advertising Club. Last year he served as publicity chairman for 
NIAA’s 3lst annual conference, and is currently chairman of the Putman awards administration 


“IM is a constant source of ideas, marketing facts, case 
histories, that keeps our entire staff in step with what is going 
on in the important field of industrial advertising. It is 

a friend of long standing around our place—we couldn't 
imagine running our business without it.” 


Says Robert E. Jaqua 
Executive Vice-President 


The Jaqua Company 


Direct planning for his career led Bob Jaqua to major in advertising and marketing at 
Northwestern University. Immediately after graduation in 1940, he went to work at 
The Jaqua Company in Grand Rapids, but it wasn’t long before he joined the armed 
forces to serve Uncle Sam during World War II. After being demobilized he 
returned to the company, and in 1947 was elected to the position he now 

holds. At present, he is the firm’s representative in the American 

Association of Advertising Agencies, and a director of the Affiliated 

Advertising Agencies Network, midwest region. 


| The mapagiee of selling and adoeiliting to business and sndlablry 
Industrial Marketing 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 








STOP REPEATER  iroatoeman . 
TROUBLES [is 


GET LONGER ADVERTISING 
CONTINUOUS 
PROJECTION 


NO-EN 


FILM . ee 


GIVES EXTRA LONG LIFE 
ASSURES SMOOTH, TROUBLE- 
FREE CONTINUOUS PROJECTION 
FOR YOUR ADVERTISING FILMS 
Write today for information on NO-EN, 
the amazing continuous repeater 
film treatment 


VACUUMATE CORPORATION 


446 W 43rd St., Dept. M New York, N. Y 


John T. Chandler .. 








®WE DO BEAUTIFUL 
WORK,AND PROUD OF IT: 
SFINEST QUALITY, WHITE 
PAPER, GOOD LAYOUTS 
SORAWINGS AT SMALL 
ExTRA COST 
®PROMPT SHIPMENT-- | ADDITIONAL 
24 HOUR SERVICE M's.....$4.50 
se 0 nl ®POSTPAID UP TO 
1SO MILES-OTHER 
US YOUR ORDER TODAY | a2cKS ADD 10%, 
*ASK ABOUT OUR NEW : ° 
OFFSET DEPARTMENT 








DITION 
LOS ANGELES ‘9 “CALIF. 
Burton Browne Advertising 


pened a branch 





Written and read by 
top oil executives & Hamaker . . Bedford 
med to handle 


med 


Richard M. Reuland . . 





for information write 


11 W. 42nd St., New York 36, N.Y. 











Ned K. Rosenblatt . . forn 


How amg se Photo-Reports 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. eine 
MArket 2-3966 Pumy 


Dozier-Eastman & Co... | 





Marketing 








London Advertising Agency . . 


OFFSET PRINTING, acne iP Rg i EG 
OY inoustares_ Sua varest | traffic director for Denham 


T. Hall & Co. . . Philadelphia 


If you wish to reach the 


coal trade use 


CHICAGO NEW YORK 
Manhattan Bidg. Whitehall Bidg. 


For over 68 years the leading 
journal of the coal industry 








Hunter Hughes, Editorial Director, 
Industry and Power Publications, 
420 Main St., St. Joseph, Michigan 














Nine out of ten engraving buyers pay 
twice as much as necessary. Here is a 
fast, quality service used by many good 
advertising agencies. 

Zinc helftones up to 6 sq. in. $1.20 
Zinc etchings up to 7 sq. in. $1.30 
Mounting above zincs 20c each. Write 
today for samples of our work and price 
sheet. Seve Y2 and more! 





ENGRAVING 


enor a oFletP Ve ILEIng 2. 


CLAUSEN © 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Baton’; Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


ADVERTISING—SALES PROMOTION 


Ex-Agency man heavy on industrials with 20 years in 
graphic arts, media, space, copy, art, publicity, sales 
promotion and technical manuals desires position in the 
Midwest. Handled sales promotion and advertising for 
home appliances, machine tools, soaps, construction 
equipment, flavors, chemicals, textiles, worked with and 
developed sales offices, dealer and distributor organiza- 
tions. Age 41. Write Box 503, c/o Industrial Marketing, 
200 E. IIlinois St., Chicago 11, Illinois. 








Index to Advertisers 





*Abernethy Publications 
*Advertisers’ Research Service . 
Advertising Trades Institute, 
MEI ik ite rca re vers Naat eroN Sagi 200 
*American Artisan 
*American Ceramic Society 
*American Chemical Society, 
The 
*American City, The 
American Electroplaters’ Society 201 
American Foundryman 
American Institute of Mining and 
Metallurgical Engineers 
*American Lumberman & Build- 
ing Products Merchandiser . . 132-133 
*American Machinist 
American Metal Market 
*American Society for Metals, 
The 
*American Society of Civil En- 
gineers, The 
*American Society of Mechanical 
Engineers 
*American Society of Tool Engi-.. 
neers, The ....Insert Between 32-33 
*Annual Meat Packers Guide .... 
*Appliance Manufacturer 
*A.S.M.E. Mechanical Catalog 
and Directory 
Associated Business Publica- 
tions, The 
*Associated Construction Publi- 


Automation 

Automotive Industries 

*Bacon’s Clipping Bureau 
*Bedding 

Black Diamond 

*Blast Furnace and Steel Plant .. 
*Bramson Publishing Co. 

*Breskin Publications 

*Building Supply News 

Business Week Insert Between 95-97 
*Butane-Propane News 4 
_— Industrial Equipment 


PP sce Siinesinis Mann Publishing 
Corporation 
*Ceramic Bulletin 
*Chemical & Engineering News .. 
*Chemical Engineering 
*Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
*Chemical Materials Catalog .... 
Chemical Processing 
*Chemical Week 
*Chicago Thrift-Etching Corp. ... 
*Chilton Publications 17, 122-123 
*Civil Engineering 
Clark Publishing Co. 
Clausen Photo-Engraving Co. .. 
Coal Age 2nd Cover 
Coal Mining 
Composite Catalog, The 
*Conover-Mast Corp. ....Facing Page 
97, 98-99, 104, 118-119, 4th Cover 
*Conover-Mast Purchasing 
Directory Facing Page 97 
*Construction 
*Construction 
*Construction Digest ....102,-103, 199 
Construction Equipment ..4th Cover 
*Construction News Monthly 
102-103, 203 
*Constructioneer 
*Contractors & Engineers 155, 178-179 
Control Engineering 81 
*Daily Journal of Commerce .... 208 
Diesel Power 13, 192, 197 
*Diesel Progress 
*Dixie Contractor, The ..102-103, 202 
TI GARO CORD he Wie. fee lass sins's 61 
Eastman Kodak Co. ........ 136-137 
*Electric Light & Power 
Electrical Engineering 


Electrical Manufacturing 
Engineering & Mining Journal 
2nd Cover 
Engineering News-Record 
*Factory Management & Main- 
tenance 
*Finish 
*Fire Engineering 
Flow 
*Food Engineering 
Food Processing 
Freeman Publications, Miller ... 
Fueloil & Oil Heat 
Gage Publishing Co. 
*Gardner Displays 
*Gardner Publications 
Gas Heat 
Gray, Inc., Russell T. 
Grimm & Craigle 
*Gulf Publishing Co. ..51, 55, 91, 161 
*Haywood Publishing Co. 
*Heating & Ventilating 
Heating Publishers, Inc. 
*Heinn Company, The 
*Hitchcock Publishing Co. 
*Implement & Tractor Inter- 
national Corp. 
Implementos y Tractores 
*Industrial & Engineering Chem- 
istry 
*Industrial Equipment News 
*Industrial Heating 
*Industrial Laboratories Publish- 
RI as r5, ds dines ste, oneness wie ss 153 
*Industrial Maintenance and Plant 
Operation 
*Industrial Marketing 
*Industrial Press, The .......... 9, 25 
*Industrial Publications, Inc. ...18-19 
Industrial Publishing Co., The 
189, 195, 199, 200 
Industrial Waste 
*Industry and Power 
*Industry and Power Publica- 
tions 
*Ingenieria Internacional Con- 
struccion 
*Ingenieria Internacional Indus- 
tria 
*Institute of Radio Engineers, 
Inc., 
*Iron Age 
*Iron & Steel Engineer 
Ivel Corporation 
*Jenkins Publication, Inc. .... 
*Johnson, Inc., Franklin H. 
Joy Industries 
*Keeney Publishing Co. 
Kleen-Stik Products, Inc. 
Knitter, The .. 
Ludwig, Inc., F. G. 
*Machine and Tool Bkie Book ... 
*Machinery 
*MacRae’s Blue Book 
*Maintenance Publishing Co. 
*Marine Engineering 
Marsteller, Gebhardt & Reed, 
15 NRE Se eer 89 
*Mass Transportation 
*Materials & Methods 
*McGraw-Hill Digest 
— Hill International 
en ee ree 20, 180, 185 
*McGraw. Hill Publishing Co., Inc. 2nd 
Cover, 6-7, 14-15, 35, 78-79, 81, 83, 
84-85, 92-93, Insert Between 96-97, 
..110-111, 126, 140-141, 171, 3rd Cover 
*Mechanical Engineering 
*Mechanization, Inc. 
*Metal Progress 
Meyercord Company, The .... 
*Michigan Contractor & Builder 


*Mid-West Contractor 

*Mill & Factory 

Mining Engineering 32 
*Mississippi Valley Contractor 102-103 


*Modern Machine Shop 
*Modern Packaging 
*Modern Plastics 
*Modern Railroads 
National Business Publications, 
Inc. 
National Electrical Contractors 
Ass’n., The 
National Industrial Adv. Ass’n .. 
*National Provisioner, The 
*New England Construction .. 
Newsweek 
Oil and Gas Equipment .... 
Oil and Gas Journal, The 
*Oil Forum, The 
*Palm, Fechteler & Co. 
Panamerican Publishing Co. ... 
Penton Publishing Company, The 169 
Petroleo Interamericano 1 
*Petroleum Processing 
Petroleum Publishing Company, 
RM ee ire Seared saci ov lol odes eas 113, 184 
*Petroleum Refiner 
*Pipe Line Industry 
*Pit and Quarry 
*Plant Engineering 
Plating 
*Plumbing & Heating Business .. 167 
*Power 3rd Cover 
*Proceedings of the I.R.E. 129 
*Product Design & Development 147 
*Product Engineering 6 
*Production 
*Public Works 
Purchasing 
Putman Publishing Co. 
Qualified Contractor 
*Railway Age 
*Reinhold Publishing Corp. 
26-27, 57, 62, 101 
Remington-Rand, Inc. .......... 183 
Reply-O-Products Co., The .... 191 
*Rocky Mountain Construction 102-103 
Ronald Press Company, The .... 
*Rubber Age 
*Rubber Red Book 
Rubber World 
*Saturday Evening Post, The ... 
*School Executive, The ...155, 178-179 
Sickles Photo-Reporting Service . 206 
*Simmons-Boardman Pub. a 
106- “on 
*Smith, Inc., Harry 
*Smith Publishing te. W.R.C. 150- ist 
*Snips Magazine 
*Southwest Builder & Contrac- 


tor 
*Steel Processing 
*Steel Publications, Inc. 
*Sweet’s Catalog Service ... 
*Technical Publishing Co. . 
*Texas Contractor 
Textile Bulletin 
*Textile Industries 
*Textile World 
Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
*Tin.berman, The 
*Tool Engineer, The 
Insert Between 32-33 
*Transport Topics . 198 
*Transportation Supply News ... 202 
*United States Envelope Co. 193 
Vacuumate Corporation ........ 206 
*Vance Publishing Corp. . .44, 132-133 
Viewlex, Inc. 
Waldie and Briggs, Inc. 
*Wall Street Journal 
*Wastes Engineering 
*Western Builder 
Western Building 
Western Metals 


*Wood and Wood Products 
*World Oil 


or detailed reference data see The Annual Market Data and Directory Number 
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BUSINESS 
MEN 


inthe Pacific Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 
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Send for Sample Copy 
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Daily Feusaal-c&ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 





WHY 
SHOULD 

You 

BOTHER 

ABOUT 

NAME PLATES? 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 


products standout identification that ties them | 


into your advertising. Check into the quality 
of name plates produced by 


Thrift 
ation 
oral \ 


__—_ aa F 
(hicag? 
C Ol} 


Lt 


yNO!> 


GU 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates. 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT—-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 
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Which ad 
attracted 
more readers? 


® THE CASE HISTORY ad for Shell at- 
tracted more readers. 

The headline told a specific bene- 
fit for a typical customer and docu- 
mented the story in the copy. The 
customer is named and his product 
illustrated. 

The Gulf ad testimonial is in gen- 
eral The ad features the 
background of the customer and the 
number of years he has used the 


terms. 


Shell 
Seen- 


Noted Assoc. 


Read 


Below is 
the answer 
to the problem 


on page 162 


product, and omits a specific benefit 
or test of performance. 

If ever you plan to use an air- 
plane illustration, as did these two 
ads, remember: Starch studies show 
that an illustration of a whole air- 
plane invariably attracts more read- 
ers than does an illustration show- 
ing only a portion of the plane. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


Gulf 
Read 
Most 


Seen- 


Most Noted Assoc. 





18 


© Noted denctes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


> Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


rR) Read Most denotes the per cent of 


readers who read 50% or more of the 


copy. 


Cost Ratio ‘tells the relationship between 
the cost per hundred readers (who ‘’noted,” 
for example) for a specific ad and the 


corresponding medium average cost for 


all the ads in the same issue. A ‘’Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above aver- 
below 100 is bel 


age; Ww average. 





Industrial packages share 
spotlight at Canadian show 

® TORONTO . . Some 17,000 business 
men, including Canadians, Ameri- 
cans and many from other coun- 
tries, are expected to attend the 
third Canadian National Packaging 
Exposition in Toronto, Nov. 9-11. 


One of the highlights of the pro- 
gram will be presentation of prizes 
in an industrial 
sponsored by the Canadian Package 
Design Council of the Packaging 
Association of Canada. Entries may 
be submitted until Oct. 23. All en- 
tries, including winners, will be ex- 
hibited at the exposition. 


container contest 


Some 300 packaging displays will 


take up 50,000 square feet of space 
at the automotive building of the 
Canadian National Exhibition 
grounds, where the exposition is be- 
ing held. 


‘Electric Light & Power’ 

starts monthly market issue 

= cuHicaco.. Electric Light & Pow- 
er, Chicago, has introduced a “mar- 
ket issue” which will reach readers 
on the first of each month and is in 
addition to the publication’s regular 
14 issues yearly. 

The new issue, introduced Sept. 1, 
will be limited to 68 pages and will 
cover developments in the 
electric light and power procure- 
ment field. 


news 








Who gives your product the BIG 0.K.? 





Heri is a typical American community. No. 1 spots a manufacturing 
plant, where a man named Edward Martin is mechanical superintendent. 
In this plant he is responsible for delivering power in all its forms, and 
he O.K.’s every purchase of power service equipment. 

No. 2 is the Elks’ Club where this same Ed Martin has been a member 
for 22 years. When the building acquired a new heating system, Ed vol- 
unteered his services as a consultant and put his personal O.K. on all 
purchases. 

No. 3 shows the new Congregational Church. Ed Martin was on the 
building committee and O.K.’d every item that went into the water and 
heating systems. 

Of course every reader of Power may not wield an O.K. quite as varied 
as Ed Martin, but you'd be surprised how many do. In addition to the 
engineers like Ed Martin in industry, 4,500 (10%) of Power's. audience 
are engineers in consulting and construction offices. Their O.K. spreads 
over many big jobs. 

In every big industrial plant—in every big hotel or hospital—in every 
generating station—one man is responsible for delivering all the power 
services. 

He wields the big O.K. when it comes to buying power service equip- 
ment. 

45,000 of these men read Power— by far the biggest, most responsive 
audience available in the power field. 

Is your product getting this big O.K.? 
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Construction Equipment magazine presents 


A Survey of Equipment and Materials 
Used in the Engineering Construction Field 


(Equipment) PRODUCT: CRAWLER TRACTORS 


CONSTRUCTION EQUIPMENT MAGAZINE 
ne ee READERS WHO INFLUENCE PURCHASE 








You have long needed reliable information on the use 
of your equipment or material in the different divisions 
of the construction field. For the first time this infor- 
mation is available to the construction marketer. 


CONSTRUCTION EQUIPMENT Magazine has received — en 
completed survey returns from more than 2,100 con- Percent Average Number per 100 CE Readers 
. mae - s that Own Number Employees in Who Influence 
tractors, government units, utilities, industrial plants, and Use Per User Market Division Purchase 
mines, loggers and many other users of construction CONSTRUCTION COMPANIES 2% 4.83 4.67 750% 
equipment and materials. iillieeeten 92% 5.21 8.30 74% 
84% 6.25 5.61 76% 
50% 4.67 1.79 79% 
68% 5.49 4.05 75% 








° e . Daw. y 
From this substantial cross-section, CONSTRUCTION anita 


EQUIPMENT Magazine has been able to prepare a 
dependable report on equipment inventories, material 


Building 


Other heavy construction 





: Earthmoving exclusively 92% 3.86 15.08 72% 
: Re icati ce - 
consumption, etc. Paving exclusively 48% 2.11 3.67 90% 
s z ‘ “oe ar 97 A7 90 
Resultant figures were translated on the basis of equip- Building exclusively oe vi 82% 
. 4° -RODUCERS OF CONS’ jC) 
ment and material quantities per 100 employees of ae Th OARS 6.03 75% 
private firms, and per 10,000 population for munici- CITIES 2.41 24° 67% 
palities, counties and states. COUNTIES 3.72 45° 66% 
H : fos —— f f the 112 STATES 47.24 .12° 
sre 1S a typical analysis sheet for one of the 2 397 a 
a SS pee aye UTILITIES AND INDUSTRIAL 3.27 1.14 7- 
products included in this survey: MINING 8.42 5.89 80% 











mero 


20% 


LOGGING 5% 5.20 6.21 82% 





ALL OTHER-—National Parks, 
Institutions, Ranches, ete. 


AVERAGE 


68% 12.00 4.81 81% 


3% 5.00 7407 
: ; 4% 
By using engineering construction employment as a 

, me ae aie - CONSTRUCTION EQUIPMENT Magazine °Per 10,000 population 
yardstick, you can derive market potentials for your Survey of Equipment and Materials 
s P ‘. . cae Used in the Construction Market P , 
products in any given contracting firm, county, utility, Projected total in use. sven S000 
etc., or in any market division, sales area, or total 


market. Construction 
Construction Construction Equipment 

: Dollar Employment Magazine 
Region Returns Volume Circulation 








Returns are in geographical balance with the dollar vol- 
ume of construction, the circulation of CONSTRUCTION 
EQUIPMENT Magazine and construction engineering 
employment. 





New England 7.5% 5.1% 6.6% 7.5% 
Middle Atlantic 16.5% 16.7% 18.7% 15.4% 
South Atlantic $.7% 14.3% 14.3% 11.5% 
East North Central 19.3% 19.1% 19.6% 17.3% 


The information in this survey will aid you in getting East South Central 7.2% 6.4% 5.8% 10.1% 
maximum returns on your sales dollar expenditure, by West North Central 13.2% 8.6% 7.4% 12.3% 
helping you attain the ideal sales balance between your West South Central 7.3% 11.1% 12.4% 8.4% 
market and the distribution of your sales effort. This Mountain 9.4% 4.5% 4.1% 8.7% 
survey will help you detect those areas or divisions Pacific 10.4% 14.2% 11.1% 9.1% 
where additional sales effort promises unusual rewards. 














For further information, contact your local 


CONSTRUCTION EQUIPMENT Magazine representative Construction Equipment 


or write directly to... 
A CONOVER-MAST PUBLICATION 


205 EAST 42nd STREET, NEW YORK 17, NEW YORK 


TH} THE EQUIPMENT APPLICATION MAGAZINE gg 





